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HE greatest institution of its kind in the world 
—doing the greatest volume of business—has 
been builded on confidence. Confidence that 
has. been merited through the ability of the or- 
gafiization to anticipate and create those appeal- 
ing introductions. demanded by the truly artistic 
field it serves, and that customer confidence re- 
sultant from the diligent consideration and service 
which each order commands from the skilled per- 
sommel of The Bodine-Spanjer organization—and 
manifested in such degree as to earn for our prod- 
ucts. the commendation of the world’s master dis- 
playmen and most successful merchants. 


Bodine-Spanjer products are best in qual- 

ity, but have the price appeal to every mer- 

chant. Review our Christmas catalog 
before selecting holiday decorations. 


The Bodine-Spanjer Co. 


Designers and Makers World’s Standard Display Decorations 


Factories Showrooms 


1160 Chatham Court 316 So. Wabash Avenue 


Chicago 
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READY-TO- 


LETTER 


Xmas Show Cards De Luxe 


New and Better Ready-to-Letter 


For 


Price---Used by Display Men 


artistic treatment, for wonderful color schemes, for appro- 


priateness to any line of business LACKNER Ready-to-Letter 
Display Cards are in a class by themselves. 


These 1924 Christmas Cards suggest the Christmas spirit, yet 
their execution is such that they make a most effective back- 
ground for the Display Man’s message, subtly emphasizing and 
adding force to it instead of taking attention away from it, 

On highest grade double-coated white litho board, they afford 
an ideal working surface. 


| 


LET SETAE we 


Cards--- Yet Moderate in 
of Leading Stores Everywhere 


Four, five and six colors, including antique gold and Dutch 
silver. All harmonious—nothing ordinary nor tawdry. 

All highly beautiful specimens of the lithographer’s art—they’re 
really artistic enough to frame for your den. 

Sizes are as follows: 34%x5%, 54%x/7, 7x11, 9x 19, 11x 14, 14 x 22, 
either landscape or upright. 

Price tickets to match some designs. 

Signature-cut, or firm name in type, printed without extra cost. 








Write NOW for new 1924 Catalogue showing all designs in 
actual colors. 








LIFE-SIZE SANTA CLAUS 
DISPLAY CUT-OUTS 


Striking 8-color lithos, 5% feet tall, 34 inches wide at base— 
Made of heavy 100-point display board, mounted on easel stands 
reinforced with wood—Waterproof—Shipped in one piece, ready 
for use. 


Three styles (two shown herewith). Like- 
nesses so life-like that they get attention at 
once—and, more important, favorable attention, 
for the Santa (posed from life) is the at 

i rice, 


genial-looking one you’ve ever seen. 
$15.00 each blank, $1.00 additional for lettering. 


Write for Folder Showing Actual Colors 

















The LACKNER Co. 


21 W. Pearl Street Cincinnati, O. 
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Fearless Independence Marks Progress 


EARLESS independence is one of the most 
important factors entering into the prog- 
ress and advancement of the display field 
today. The publishers of The DISPLAY 

WORLD, feeling that the interests in the window dis- 
play field, in every particular, could be best served if 
the publication stood unchained, unfettered by any 
organizaton, faction or clique in the display realm, have 
always sought to be independent, carefully continuing 
to stand unbiased, unhampered in the work set down 
for it—the upbuilding and leading onward of one of the 
most important professions and arts in modern business. 

Responsible for many movements that sought to 
create a general betterment of conditions in the display 
field and to bring about greater and more powerful dis- 
plays, as well as inculcating in the minds of the smaller 
city dealer the value of his window display advertising, 
the publishers of The DISPLAY WORLD have al- 
ways felt that they could best proceed with this form 
of work without being represented on the official staffs 
of any of the organizations that are assisting in making 
the display field what it is today. 

The DISPLAY WORLD covets not the official 


organship of any organization or branch of the display 


field. It desires to stand foremost in the effort to create 


a spirit of harmony in the progressive rea!m of display, 
so that all interests may be served alike; that all 
branches of the field may progress and advance with the 
assurance that leading all that onward march is the 
voice of the entire force expressed through a medium 
that stands fearless, independent and willing to work 
untiringly for the betterment of conditions in the field 
it serves. 

Service has ever been the watchword of The DIS- 
PLAY WORLD, and while “service’ is a word that 
has been overworked and underestimated, it is the belief 
of the publishers that it can best be given to the display 
field if it is not held down by the bonds of organizations 
controlling any particular branch of this profession or 
Dedicated to that end, The DISPLAY 
WORLD Service Bureau has been so equipped that it 


business. 


will function as a constant beacon light of information 
for those in the display field who have problems to be 
solved. This Service Bureau stands ready to answer 
any question, to conduct any investigation or research 
necessary, and to give such informaton as may be re- 
quired, at any time, by its advertisers and readers. 

And so The DISPLAY WORLD today stands on 


a program of fearless independence, and its Service 
Bureau is open for your use and benefit. 
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Tt e Duncan hiyfe Rriod Design 








Latest Style Costume on 
Duncan Phyfe Best and Standard 








Duncan Phyfe Period Design in Display Fixtures is an excep- 
tional and unusual adaptation in wood. Windows using this 
Period have been highly successful in producing good sales 
results, since they produce an attractive and uniform window 
arrangement, assisting you in carrying out your merchandise 
ideas for “Sales Displays.” 


A copy of the Merchants’ Guide sent at your request. 


Costume Form models in papier mache 
always correct for the latest styles. 


Hugh Lyons & Company 
Lansing, Michigan 


SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 


Wood, metal and papier mache 
Display Fixtures and forms. 
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Christmas Displays Good In All Lines 


Every variety of merchandise lends itself to proper decoratives and 
surroundings for the holiday season of the year 


HRISTMAS holidays bring good cheer, but 
also bring a great amount of additional 
work for the displaymen. From the larg- 
est department store to the smallest shop, 

there are evidences of Christmas long before it is 
thought of by the general public. A visit to the dis- 
play department of almost any of the larger stores in 
the month of October will find displaymen busy work- 
ing out their coming holiday displays. 

There is one certainty—no matter what the line of 
merchandise may be, Christmas decoratives lend them- 
selves to drtistic use so easily and yet, so attractively, 
that it is not at all difficult to surround ugly merchan- 
dise with an atmosphere of Christmastide and make 
it appear just as attractive as the other things in the 
window. 

Take the subject of tires, for instance—of course, 
automobile tires can be used in attractive displays at 
almost any time of the year by artistic backgrounds, 


and the use of color lighting. George A. Smith, the ~ 


New York display specialist has proven that with his 
displays for the United States Rubber Company, in 
their New York office building. But such objects as a 
homely typewriter would hardly be thought possible 
to link up with a selling display, even at Christmastide. 
After all, the sentiment surrounding the Christmas sea- 
son means sales, so such window displays as may be 
unveiled at this time of the year are usually splendid 
merchandising displays, as well as artistic. 

In connection with this article will be found an 
array of Christmas and holiday displays. In the upper 
left-hand corner will be found a typewriter display ex- 
ecuted by George A. Smith for the Remington Type- 
writer Company at its main offices, 374 Broadway, 
New York City. The curtain, floor covering and base 
in this display were of black. The base and floor were 
covered with artificial snow. The circular background 
was in Mr. Smith’s usually artistic style, with a spray 
of foliage indicative of the winter season. The show 
card was done in Christmas style and the packages 
toe attached carried the eye and provided the passerby 
with the thought that a portable typewriter was a 
mighty useful Christmas present. All thought of the 
homely appearance was lost in the surroundings. which 
made the typewriter almost glorified. 


In the upper right hand corner of the illustrations 
will be found a display that would hardly be construed 
at first glance as an automobile tire display, yet the 
effectiveness of the work in transforming the window 
into a room at Christmastide and the addition of the 
child sentiment carries the eye to the Christmas tree. 





Beside the tree stands an automobile tire. Who could 


. miss it? Just follow the picture. The fireplace in the 


corner first catches the eye, which then traveis to the 
lad pointing out the window to the departing Santa 
Claus. Of course the eye then travels to the child to 
whom the boy is speaking. She sits by the Christmas 
tree—and what is that beside her? An automobile 





Christmas Decorations on Front of Frank & Seder 
Store, Detroit. 


tire, of course. The passerby who stops to Iook then 
decides immediately that a tire for dad’s automobile 
would be a most appropriate gift. This display was the 
culmination of the effort of Mr. R. F. Stratton, dis- 
playman in the advertising department of the B. F. 
Goodrich Rubber Company, of Akron, Ohio, and has 
been used genérally in Goodrich branches throughout 
the country. 

The left center illustration is that of an electrical 
display, and was installed in the sporting goods store of 
the Newman-Stern Company, Cleveland, Ohio, by 
Harold J. Huff, display manager. The first thought 
that Mr. Huff was forced to use to attract the passer-by 
was that he could obtain electrical goods and appliances 
in a sporting goods store. Two huge Christmas candles 
electrically lighted formed the center attraction in the 
background of this display with two electrically lighted 
Christmas trees on either side. The electrical merchan- 
dise grouped about in the Christmas atmosphere called 
to the attention of ‘the prospective purchaser that there 
were many articles that provided exceptionally good 
Christmas gifts in the electrical line. The grouping of 
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CHRISTMAS DISPLAYS—Upper Left, Typewriter Display by G. A. Smith for Remington Typewriter Co., 
New York; Upper Right, Tire Display by R. F. Stratton for B. F. Goodrich Rubber Co., Akron, Ohio; Left Center, 
Electrical Goods Display by H. J. Huff for Newman-Stern Co., Cleveland, Ohio; Right Center, Display by Carl 
Ahlroth for Hamburger’s (The May Company), Los Angeles, Calif.; Lower Left, Display by Gimbel Brothers, 
New York City; Lower Right, Child’s Fur Coat Display by J. B. McCann for S. Kann Sons Co., Washington, D. C. 


quite an array of small Christmas tree lighting outfits 
having been backed up by the lighted trees in the back- 
ground also moved a great number of these sets out of 
the store. 


The right center photograph is an elaborate and 
artistic display of Christmas toys for the kiddies, in 
stalied in one of Hamburger’s department store win- 
dows, now known as the May Company, in Los 
Angeles. The elaborate and artistic background pro- 
vides all the necessary appeal of the Christmas season. 
It is this that draws attention to the surrounding toys. 
There is every conceivable toy to attract the eve of the 
prospective purchaser, whether it be the child, or the 
child’s parents. Toys can be displayed and regardless 


of the surroundings, will bring the atmosphere of 
Christmastide, but a touch of artistry will often provide 
the magnet which will stop the passing crowds, when 
it might otherwise be impossible. 


The lower left hand photograph is illustrative of a 
Christmas display wthout the utilization of any mer- 
chandise. The appeal is solely to the sentiment that 
may be linked up with the Christmas season. The 
story depicted is that of the Three Wise Men, from 
the Bible. The figures, the camel, the Star in the East, 


-and all the attendant dramatic features of the story are 


portrayed perfectly. This display attracted enormous 
crowds to Gimbel Brothers’ store windows in New 
York City last year. 
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When Christmas comes, in addition to toys, the 
thoughts of the parent usually turn to something useful 
for the child. Wearing apparel probably enjoys the 
higgest sales.in following that trend of thought. The 
lower right hand display was installed by J. B. McCann, 
display manager in the store of S. Kann Sons Company, 
Washington, D. C., and is made effective by the back- 
ground, depicting a skating scene. The attention of the 
passerby is then drawn to the child figures, the show 
card giving the remainder of the story—that of chil- 
dren’s fur coats. This is an exceptionally effective 
display for the Christmas season. 

In this layout of Christmas displays can be found 
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ideas which are adaptable to almost any form of mer- 
chandise. The first requisite is to make the eye travel 
to the suggested Christmas gifts. The second require- 
ment is to use decoratives in such a manner that the 
display will prove a magnet for suggestion. And after 
all, suggestion is that big feature of the Christmas sea- 
son, for the window shopper at that time of the year 
invariably makes up his mind, or changes it when he 
reaches the show windows. 

And no matter what the object displayed, it can be 
made to have effective appeal by surrounding it with 
the proper atmosphere for the Christmas season of the 
year. 
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Money Washed and I[roned in Window 


Thousands of dollars in crisp paper currency turned out from old, 
dirty bills to advertise electric washing machine 


EOPLE are attracted to the sight of money 
more quickly than to any other medium in 
displays. Let a diminutive dime jingle to 
the sidewalk. and watch people stop, look 

and begin to paw through their pockets. Do you re- 
member the old-time window displays of thousands of 
pennies flowing out of an overturned barrel, with a 
window card announcing a guessing contest on the 
number of coins in the barrel? And the old stunt in 
cigar stores of sticking dollar bills or coins on the under 
side of the show case, to make people reach for them, 
feel only the smooth glass surface, grin foolishly and 
turn around to see if anybody noticed them? 

These all got attention from passersby or customers, 
because there was money, actual money, and everybody 
is eternally chasing after money. Now consider the 
spectacle of $25,000 in paper money of all denomina- 
tions being washed and ironed in a display window! 
And the clean bills hung up to dry on a clothes line just 
as shirts or flannel nightgowns. 

Would you stop and see what it was all about? You 
bet you would. So do other ‘folks. At least they did 
in Des Moines, Iowa, recently when an electric shop 
put in this “Money-Washing” window display to stimu- 
late sales of a nationally identified electric washing 
machine. and ironer. This demonstration occurred in 
the window of the Des Moines Electric Company. The 
money was obtained from one of the Des Moines banks 
in exchange for the advertising the bank received from 
this card placed in the window: “This money furnished 
through the courtesy: of the Bankers Trust Company 
Bank.” 

The accompanying illustration shows the arrange- 
ment of the display. One of the washers was connected 


with the ironing machine and the other operated with 
cold water and soap in the tub. The paper money was 
washed for a ‘few minutes in the washers, run through 
the wringer and then ironed with the electric ironer. 
All of the bills, even the dirtiest, came out crisp and 
fresh and were exchanged with onlookers for old dirty 
ones. Some of the bills were left in as long as ntreen 
or twenty minutes to show there was no danger from 
the water action in the machine. The clean bills were 
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‘Display Showing Washing of $25,000 in Bills. 


hung on the clothes line before they were ironed. Then 
they were put through the ironing process, one by one. 
This gave each demonstration attention value, because 
crisp bills were coming through all the time. During 
the rush hours a demonstrator was in the window con- 
tinually, using a series of cards to explain the demon- 
stration. 


Large crowds of people were attracted by the dis- 
play. And they not only saw the money being washed, 
but through a mirror attached to the back of the washer 
they saw the exact process of washing by the machine. 
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Fall Efforts Eclipse Those of Spring 


Displaymen far exceed all former seasonal displays with their autumn 
showings—Many cities hold general openings 


ALL openings for 1924 eclipsed all others 
ever attempted by the displaymen of the 
country. Particularly, in the larger depart- 
ment stores of the metropolitan centers 

were all previous efforts overshadowed by the displays 
coincident with the start of the autumn season. In the 
smaller and medium sized cities, and even some of the 
larger ones, stores combined in fall opening displays 
and made a night of it. The affairs took on the at- 
mosphere of a gala night. This practice employed in 
so many cities during the spring season was so success- 
ful that dozens of other cities in each state decided to 
hold fall festival and opening nights this year. 


It had generally been conceded by displaymen the 
country over that the fall opening displays this year 
would go far ahead of all other efforts. However, the 
general public and even the store proprietors were 
hardly prepared for the remarkable displays that were 


unveiled. The remarkable advance in color was shown 
by the decoratives, backgrounds and other materials 
used in the windows. 

In Bloomington, Illinois, for instance, a city of 
moderately-size population, the window displays were 
on a par with those of many of the larger cities. An 
example of this is shown in connection with this article 
by the displays of W. L. Stensgaard, display manager 
for C. W. Klemm, Inc., who employing only a single 
figure in each window surrounded those tigures with 
appropriate backgrounds of autumn screens and decor- 
atives. The gowns and other accessories in each dis- 
play were in direct contrast and keeping with the re- 
mainder of the windows. 

Twelve thousand persons swarmed the streets of Lan- 
caster, Pa., for the autumn merchandise show and gala 
display night. There was a general cry of “Ah!” from 


the crowds on the streets as the windows were unveiled 
and the throngs observed the remarkable efforts put 


Orening Display in Community Fete by W.L. Stensgaard for Klemm’s, Bloomington, IIl. 
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forth by the displaymen of that city. The event was 
made almost a Mardi Gras affair, with bands parading 
the streets and the crowds in carnival spirit. Persons 
came from many miles around Lancaster, as newspapers 
carried announcements of the forthcoming event many 
days previous. These advertisements were prepared by 
the Retailers’ Committee of the Lancaster Chamber of 
Commerce. Following the general opening on the night 
of September, 17, the windows were kept unveiled two 
more nights. In one issue of the Lancaster newspapers 
an entire page w@s devoted to an advertisement, which 
was signed jointly by the stores participating in the open- 
ing. One of the advertisements in connection with the 
event, which was typical of those taking place in most 
of the medium-sized cities, read as follows: 


“Lancaster Is Going to Win New Laurels as a Shop- 
ping Center.”—The Autumn Merchandise Show, beginning 
Wednesday, September 17, will prove that Lancaster ranks 
first and foremost in this locality for style and quality 
merchandise. Lancaster, “The City of a Thousand Stores,” 
is in complete readiness.to show the finest and newest 
merchandise for autumn to city and county. These dis- 
plays—in every store and show window—will portray what 
fashion has decreed, and you can read the details in the 
great Fall Merchandise Supplement in all Lancaster news- 
papers, Monday, September 15. 

“Everything is ready. The stores through their spe- 
cialized executives have bought liberally and well, and 
with every store featuring complete stocks now it is the 
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Fall Opening Display in Community Fete by W. L. Stensgaard for Klemm’s, Bloomington, Ill. 
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signal for inspection and selection. Never before has such 
a co-operative movement been planned. Every store has 
its exclusive merchandise. Can’t you imagine the beauty 
of such a feast in color and design, where quality is im- 
bedded in every line? Lancaster excels in quality stores 
where you can buy with assurance and safety for your 
home and family.” 

Boxed in the lower left-hand corner of this advertise- 
ment was this announcement: “The special activities be- 
gin on Tuesday night when the show windows of the stores 
are lighted up to display what is new, authentic and most 
practical for autumn. Other special details will be an- 
nounced through our news columns.” 


Rain Does Not Hold Back Huge Crowds in Jackson, Mich. 


Despite a drizzling rain thousands of persons thronged 
the streets of Jackson, Mich., for the Fall Window Night 
sponsored by the merchants of the city and taking place 
on the night of September 19. Aerial bombs were ex- 
ploded announcing the event, and two bands furnished 
music during the progress of the program. Stores of all 
retail merchandising lines made extra effort to install 
displays of high character and the event was voted an 
unqualified success. 

Fall Display Days, observed by the merchants of East 
Liverpool, Ohio, October 2, 3 and 4, were exceptionally 
attractive. Refund fares were arranged by the merchants 
for out-of-town shoppers who visited the city. Mercharits 


(Continued on page 72) 
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Methods of Making the Passers Buy 


Jewelers are told of many different display plans that can be 
employed to bring about sales producing windows 


Ietober, 192; 


By RAYMOND M. HAY 
Display Manager, C. M. Hay, Jeweler, Coshocton, Ohio 


This extremely interesting article by Mr. Raymond Hay 
is prepared by him from an address he delivered at the 
convention of the Ohio Retail Jewelers’ Association at Cedar 
Point, Ohio, recently, and conveys some interesting thoughts 
to those interested in jewelry or novelty displays of any 
kind.—EDITOR. 


OUR window displays ought to pay your 
rent! If they do not, the rent will still 
remain the same, but your profits will not. 
People will buy jewelry from you, of 

course, if you never change your displays, because of 
your location, or due to the fact that they know you 
and like you. That is your bread and butter trade. 
But it is the little extra sales and the new customers 
made through your displays that make the music on 
your cash register. It is the fountain pen you sell to 
the man because it matched the pencil he already has, 
and the extra watch, for use on camping trips, that 
turns your window from a storage place into a gold 
mine. 

People like to look in jewelry store windows. They 
would rather stop before a display of jewels than they 
would nails, or laundry soap, or patent medicines. You 
know that jewels have a sort of fascination ror most 
people, yet I used to wonder why we jewelers, who 
have the most beautiful of all things to display—dia- 
monds, watches, jewe!s, pearls—usually have the most 
commonplace and neglected-looking windows. To be 
sure, there are many exceptions, but most of our win- 
dows seem to show a lack of appreciation for the won- 
derful works of craftsmanship that are ours to display. 
I imagine a beautiful diamond being displayed (?) on 
a carpet of muslin or near velvet, along with a motley 
crew of general merchandise, including everything from 
safety razors to some movie star in a silver frame, in- 
cluding a mantel clock set up on a covered box in the 
rear. When the eternal Romeo brings his bashful prin- 
cess up to the window to see the ring, won’t they get 
some kick out of the display? I have been told that a 
window display is like a silk hose—not interesting 
unless well filled. However, do not try to put a little 
bit of everything in the store in your window. Save 
some out for the next week. 

I was talking to a representative to one of the largest 
watch companies about this subject and he said: “Why, 
the jewelers are all too busy to monkey with window 
displays.” That is it. No jeweler likes to tear his store 
all up every week and mess around with the windows. 
Yes, it would be nice if we could change our windows 


oftener and have displays that our customers would 
come regularly to see, like the department stores, but 
who is going to do it? 

Here is my plea. If your windows are not making 
the passers buy enough to pay your rent, appoint some 
one in your store as “display manager.” If there is no 
one that can be spared, get some reliable high-school 
boy or girl to take care of your displays. Establish a 
certain day of the week for changing the displays. 
Make out a budget plan of expenditures for materials. 

People like unusual displays. Something new or out of 
the ordinary will always stop a crowd. However, your dis- 
play must not only “attract attention” but it must also 
“arouse interest in the goods.” If this interest can be en- 
larged upon by means of window cards giving strong sell- 
ing points, or if the article is displayed so the prospect can 
(visualize) it as his own, so that he sees how it will help 
him—your display “creates desire.” It now depends upon 
how much your prospect is made to want that article—to 
“get action” in sales. If a desire already exists for the 
article you display, so much the better. It just cuts off part 
of the resistence and results in a sale as soon as the article 
is displayed. That is the part with which national advertis- 
ing tries to help you. 

There are certain impelling motives that you may appeal 
to in a display of jewelry that may be brought out in win- 
dow cards or in the idea back of the display. For instance, 
reputation, or the desire for the good opinion and good-will 
of others. The desire to be known and spoken of favorably 
impels people to adopt the fashion of today and the fad of 
the moment. Likewise the appeal to your customers’ desire 
for social leadership, authority or power will have a great 
influence upon sales. This is true either through window 
display or over the counter. 

The Displays.—Each one attracts attention because it is 
unusual and use is made of either motion or color to get 
results. An unusual display will cause talk—and favorable 
talk about your store is the finest advertising you could 
wish for. 

The Rainbow.—People have always wished for the “Pot 
of Gold” at the end of a rainbow. Give it to them in the 
form of gold jewelry and put the rainbow in your win- 
dow as a promise that you will always be ready to supply 
them with any of the fairy gold they wish. Don’t forget 
the “Pot of Gold” overflowing with beautiful jewelry. If 
everyone thinks of your display the next time a real rain- 
bow appears—that is advertising that pays. 

Dutch Silver.—How to pep sales up without getting in 
dutch—get some of the real Holland atmosphere in your 
next display. You can find pictures of typical windmills 
at your library. Select a good one, get some yardsticks 
and cardboards and build a windmill for the background 
of your display. It is not hard to do and you can hook a 
small motor to the sails. It will attract crowds like a 
magnet attracts iron filings. The sails will speed up your 
sales. 
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Wedding Rings.—Take a thin_piece of heavy cardboard 
about three feet long; bend the ends together—pad it with 


cotton on the outside—wrap all of it with a long strip of. 


crepe paper—gild it with either silver or gold and you have 
a wedding band. Tie a large bow of tule to one side and 
place a. bride.’or° kewpie doll in the ring and you have a 
display for your window that attracts attention and then 
arouses interest in your stock of rings. Your display of 
rings will do the rest. 

Silverware.—Did you ever try using a colored spotlight 
in your window? You know how bright lights attract 
moths. Colored lights will attract people to four display 
in just that manner. A dash of color in a window sets it 
apart from all the other windows on the street and makes 
it distinctive. and individual. A single colored spotlight 
will do wonders to a chest of silver if the color screen 
you use is the same shade as the velvet in the chest.. That 
single beam of light makes it a chest of dreams. Try it! 

Vacuum Bottles.—If you sell these put some green moss 
in your window, spread .out a white cloth, put some plates 
and silverware on that and let your vacuum bottles play 
a conspicuous part. Some collapsible drinking cups might 
be displayed here also. It is the idea of usefulness that 
should, be stressed here so that customers will come to 
regard’ these things that you sell as neceésities. 

Wedding Gift.—Although this idea isnot new it is. very 
effective and inexpensive. A large paper: wedding bell can 
be hung in the center of the window with’ streamers flow- 
ing all. around. Under this the’ gifts aré grouped.* With 


cach is the box as it came ftom the jewelers.. Sotne of. 
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“The Pot of Gold at the End of the Rainbow,” Jewelry Display by Raymond M. Hay, Coshocton, Ohio 





the boxes are half open, showing how nicely the gifts are 
packed. Others are displayed on their boxes. Service is 
stressed in this display. A suggestion might be brought 
out on a window card that the bride would appreciate a 
gift more from a store known for quality than the same 
gift from a hardware store or department store. You offer 
an attractive package while the other places furnish cheap 
boxes and cheap wrapping paper. This service is worth 
pushing. 

Optical Goods.—For a change, why not put in your win- 
dow just a table lamp, a picture mounted in a silver frame, 
an open. book, the glasses laid upon the pages of the 
open book? The display is so natural it is unusual. It is 
suitable for either a small.window or part of a large win- 
dow.. .Don’t forget to light the lamp in the evening. 

Diamonds.—There are so many displays already made 
up for diamonds that any inexpensive display might seem 
crude; yet some time, if you have a rather high window 
try this: Cover the floor with any good grade of material; 
then stick common pins into the floor, with their heads up— 


like a lot of little posts. They will be just the right height 


to support the rings. The basket mountings will conceal 
most of the pin—leaving only a display of diamond rings 
shown entircly—rather than the usual display with half the 
ring left in a box. 

If your town has a country club, borrow a bag of golf 
clubs from your druggist and: put’ them in your window 
with ‘a display of strap’ watches. Anybody who can afford 
to play golf ‘can afford to protect his regular watch. Be- 


(Continued on: page 60) 
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Do They Take a Look and Go Awayr 


Or do they pause and carefully study the display?—Lighting plays 
an important part in this condition for displaymen 


October, 1924 


By N. W. TOWNSEND 
Publicity. Department, National Lamp Works, Cleveland, Ohio 


HERE is a story told of a Quaker who had 
committed some misdemeanor in the sight 
of the law and who was called upon by the 
sheriff. Upon arriving at the Quaker’s 

house the door was opened by the wife, who invited the 
sheriff in and said that her husband would see him. 
While the sheriff was waiting for the prospective pris- 
oner the Quaker silently slipped out of the house, 
peeked in at the window, and, having seen who his 
visitor was, departed in haste from that vicinity. The 
sheriff finally became impatient with much waiting and 
calling the wife said, “I thought you said your husband 
would see me.” To which the wife replied, “He has 
seen thee and not liking thy looks he has gone away.” 

Too often the prospective shopper goes along the 
street looking for a store in which to make some pur- 
chases. Passing the poorly lighted, unattractive display 
windows, the prospective buyer glances in, and, not 
liking the looks of the windows, goes away to shop in 
the stores whose windows present a bright and attrac- 
tive appearance. Nine times out of ten, or even oftener, 
the appearance of a store’s display window is a good 
indication of what the store really is. The attractive, 
well-lighted stores are the up-and-doing stores, and the 
public appreciates this fact. 

It has not been realized until in comparatively recent 


years how responsible the display window is for a 
store’s actual business. It is the finger-print, the identi- 
fication mark of the store. Its displays indicate the at- 
mosphere of the particular store. It is the welcoming 
hand of the merchandiser. Today, progressive mer- 
chants everywhere are alive to improvements in display 
windows. It is no exaggeration to say that better light 
has opened a. tremendously large market for the retail 
merchant. Dim, flickering lights in the display window 
held no attraction for the passing pedestrian. It was 
a well-founded theory that “night trade” cost more than 
it was worth. The idea that promenaders would inspect 
merchandise by artificial light in the display window 
was little considered. Combustion lighting created soot, 
smoke, smell. The light afforded was not flexible 
enough to enable unusual effects to be produced. There- 
fore, after dark, the streets were deserted because the 
stores were dark. 

Notice what a change has come about. Store and 
shop windows are highly illuminated by effective electric 
lights, set in different types of reflectors, shielded by 
curtains and valances which hide the lighting units from 
the eyes of the pedestrian and throw the light on the 
merchandise displayed. Have you ever been to Atlantic 
City? Millions of people from all quarters of the globe 
gather at this famous resort to disport themselves in the 


One of the Oppenheim, Collins & Co.’s Windows in Which Test Mentioned in Article Was Conducted 
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surf and also to promenade along the famous Board- 
walk. And the time these people stroll along the Board- 
walk is considered by every merchant as his opportu- 
nity. Notice the bright lights of Steeplechase -Pier, of 
countless salt water taffy and orangeade booths. Every 
show window display is made attractive and lighted effec- 
tively with powerful reflectors and modern incandescent 
electric lamps to call attention to the values offerea. 

A shirt company operating a chain of stores in large 
cities state that they “depend to a very great extent upon 
show windows to attract both transient as well as resident 
customers.” They have found that “the use of ‘high-inten- 
sity’ window lighting from early in the morning until 
after midnight, even though the stores are not open in 
the evening, results in more business than when the win- 
dows are artificially lighted only in the evening.” This 
same company also points to the days of coal conservation 
during the war whefivartificial lighting was curtailed. When 
they “cut out the window lighting, business dropped off con- 
siderably. When the order was repealed, business picked up 
immediately.” 

Mr. A. Grube, of the A. Grube Company, Logansport, 
Ind., says: “We find that it pays us, and pays us well, 
to keep all three of our display windows well lighted 
throughout the entire day and after business hours as well.” 
Of course, the use of artificial light in the show windows 
at midday depends upon local conditions. Mr. Grube be- 
lieves that his show windows are responsible for, on the 
average, of 25 per cent. of his total sales volume every busi- 
ness day of the year. 

Hall the Tailor, of Springfield, Ill., says: “I depend on 
my display windows to pay my rent and would not think 
of having my windows not well-lighted at night.” 

It has long been believed by many store managers 
that higher levels of illumination in show windows would 
have an added drawing power over lower levels of light- 
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An Example of a Well-Lighted Jeweler’s Window, Always a Center of Attraction 





ing. That this Lelief was justified was shown in a test in 
Cleveland with Oppenheim, Collins & Company of Euclid 
Avenue. A very careful test conducted over several nights 
brought out the following results: 


Foot-Candle Illumination Per Cent Drawing Power 
of Show Windows of Window 


15 100 
40 124 
100 142 


This test merely serves to definitely prove the fact, for 
certainly it does not require particularly keen observation 
to conclude that the attention-value of a show window 
increases with the intensity of illumination, other condi- 
tions remaining the same. In fact, it is a common experi- 
ence to see persons attracted to a bright window while a 
dingy window near at hand may be deserted. 


California Dealer’s Experience Proves Interesting 


One of the most interesting proofs that better lighting 
.and attractive windows draw more people is that furnished 
by a California dealer, who brought the shoppers to his 
doors in spite of an unfavorable location in respect to 
pedestrian traffic. This dealer of southern California was 
not alittle worried by observing traffic persistently using 
the opposite side of the street from his establishment. This 
particular dealer’s store is located on the sunny side of 
the street, in a region of warm weather, and all the neigh- 
boring business establishments are non-merchandising in 
character. Just the opposite is true on the other side of 
the street and it was found that the crowds uniformly 
passed to the other side of the street at the corner before 
before they got to his particular store. A careful two weeks’ 
check of passersby showed that the advantage of the oppo- 
Site side of the street was in the ration of 32 to 1, cer- 
tainly an overwhelming advantage. After careful consider- 
ation of all the facts it was decided not to change the loca- 


(Continued on page 58) 
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Selecting the Right Christmas Displays 


Unusual demand in holiday season often found for articles rarely 
considered for windows at that time of the year 


By ENOCH LUNDQUIST 


Advertising Department, The Hoover Company, Chicago, Ill. 


HE constant desire of every display manager’ 


is to install sales-producing windows, just 

as the hope of every department manager 

is that sales volume will result on the arti- 
cles he elects to feature in the windows. To this end 
these two consult and advise, with the result that win- 
daws have come to be regarded by many as the best 
form of advertising. But how much more could be ac- 
complished if the selection was, in every instance, based 
on a full understanding of needs and possibilities ! 

Stores carry merchandise of seasonal demand. This 
fact dictates, largely, what is displayed in the windows 
at a given time. At Christmas time, therefore, when 
there is a regular clamor for space, the department man- 
ager is apt to forego the display of an inportant item 
of year ’round demarid, the sale of which would be 
materially bettered if it had its proper presentation to 
the window-shopping public. 

It is not surprising that an important item is some- 
times overlooked, especially when we consider that the 
department manager has many lines to sell, and he 
knows that window space is scarce. His knowledge of 





what is best to feature is sometimes a bit uncertain. So 
he consults his own desires, perhaps seeks advice from 
his assistants, and decides on the merchandise. The 
display manager proceeds to do his best and the public 
views—and buys. 

It would be helpful for both the display manager 
and the department manager if the. demand-by-seasons 
of articles having year ’round sale were known and the 
reasons for such demand were taken into account. For 
instance, it is not generally known that the average store 
in the United States handling electric cleaners sells ap- 
proximately 20 per cent of the year’s total in the month 
of December. This fact clearly establishes that, the 
public’s gift-buying inclination is toward articles ,that 
show a thoughtful regard as well as express the Christ- 
mas sentiment. The public’s buying is guided into this 
channel and toward this particular make through the 
various stores taking advantage of the circumstances 
surrounding the cleaner’s sale. We will divert for a 
moment while we get the background of the situation. 

In most of these stores the suction sweeper is sold 
by men who, the year ’round, work from. house to 





Display by The Shepherd. Stores, Boston, Mass., Winning First Prize-in 1923 Hoover Week Contest. 
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house, demonstrating the cleaner in the home on the 
housewife’s own rugs. Sales do not always result from 
the demonstration, ‘for one reason or another. How- 
ever, if the demonstration has been made correctly, the 
salesman has created the desire for possession in the 
prospect’s mind. The manufacturer of the make we are 
discussing advertises in the leading magazines every 
month, and the cleaner, of which the prospect has 
formed a favorable opinion, is thereby kept prominently 





Display by'M. L. Miller Co., Pasadena, California. 
As Each Day Passed it Was Scratched Off the 
Calendar. 


before her, making a very fertile field for the display- 
man to work upon at any time of the year. 

One of the foremost reasons why the dealers han- 
dling this make do such a volume of business in Decem- 
ber is that they, almost without exception, heed the 
manufacturer’s suggestion and display it in their win- 
dows the second week of December. The December 
magazines are, by this time, already in the house. They 
have been scanned and the company’s advertising mes- 
sage has been read. The display in the dealer’s window, 
therefore, emphasizes the advertising message and it 
recalls the demonstration given long since. These fac- 
tors, along with the sentiment of the season, crystallizes 
favorable knowledge of the cleaner into buying action. 
[t has been noted that most displaymen, in featuring the 
suction sweeper at Christmas time, do not attempt to 
illustrate the cleaner’s performance, feeling, quite cor- 
rectly, that it is an old and ‘familiar story. So, instead, 
they dress their displays with beauty, grace and dignity. 

There are, no doubt, many articles in every store 
that have similar possibilities and opportunities at 
Christmas time, articles on which good effort has been 
expended during the year and which are favorably 
known through their performance and the manufac- 
turer’s advertising in women’s magazines, but which are 
accidentally overlooked in planning the December dis- 
play. By suggesting that these matters be the guide, 
the display manager will be of great help to department 
heads in making the best choice of merchandise for 
display. 
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Real Estate Firms Use Displays 


One establishment provides some attractive show- 
ings in model of new addition 
By B. A. BECHER 
Secretary, Frank J. Wachewicz, Hammond, Indiana 


INDOW ‘display advertising can be very successful 

for real estate firms. We have found that out in 
the real estate business of Frank J. Wachewicz with an 
office located on the principal business thoroughfare of 
Hammond, providing splendid depth for displays. By com- 
bining good displays with electric signs, show cards and 
proper window illumination we have a front that cannot 
fail to attract attention. 

The window display illustrated with this article was the 
work of Thomas Stack, salesman with our organization. 
It consisted of a complete and detailed model section of the 
company’s subdivisions, containing two houses, well laid 
out streets, shrubbery, walks, driveways, garages, and all 
the appurtenances of well ordered and delightful civili- 
zation. 

The two model houses were of the fancy, decorative 
bungalow type, each an exact replica of houses completed, 
one at Forestdale Park, the other at Indi Ill. The walks 
surrounding the houses and the roadways, the pathways and 
the steps leading to the doors were made of real cement. 
The grass and shrubbery were artificial. Street lights were 





Display by. Thos. Stack for F. J. Wachewicz, 
Hammond, Ind. 


dimunutive electric arcs and the interior of the houses were 
lighted up, lending a fairyland effect to the whole. As a 
background, park scenery was painted in perspective on 
canvas, thus making the window appear several times lar- 
ger and more spacious than it really is. 

To top off the while effect, a few toy automobiles were 
shown on the roadways. On the front porch of one house 
were two tiny dolls, representing a bridal couple, while 
other miniature figures were scattered about the premises. 
The display required considerable patience to produce, in 
miniature, the realistic effects of the new addition to 
Chicago’s most rapidly growing suburb. 

We find that window display advertising has been very 
successful, as we usually have quite’a number of people 
who stop and admire the window, and which usually brings 
them into the office. 





HOLD ANNUAL BEAUTIFUL WINDOW WEEK 

The merchants of Sioux Falls, S. D., participated in 
their annual Beautiful Window Week, September 22 to 
27. Several thousand visitors were in the city. No prizes 
are given, but the merchants take exceptional pride during 
that week in unusual window displays. 
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Contests Reveal Unusual Displays 


Hickok belt awards show high standard of windows—Congoleum 
contest unveils some exceptionally good merchandise displays 


NDIVIDUALITY and art combined to 
make the window display contest conducted 
by the Hickok Manufacturing Company, 
of Rochester, N. Y., for displays of Hickok 

belts during the months of June and July, tieing up 
with their national advertising campaigns, the most 
successful contest ever conducted by this company and 
one of the most successful in the history of the country. 


A complete set of prizes were awarded for each 
‘ionth, the terms of the contest being that the windows 
had to be placed with the two-page, two-color spreads 
in the Saturday Evening Post, the first advertisement 
appearing June 12th, the contest running between June 
12 and 26. The July contest ran between July 10 
and 24. 

The response was tremendous, the Hickok Manu- 
facturing Company inserting full-page advertisements 
in The DISPLAY WORLD and several other trade 
publications to draw the attention of displaymen di- 
rectly to the competition. Judges had a long and diff- 
cult task in determining the winners. 


Carl W. Ahlroth, display manager of Hamburger’s, now 
The May Company, Los Angeles, Cal., won the first prize 
of $500 in the June contest with a display that had artistic 





Display by H. O. Blair, Colville, Wash., Congoteum 
Prize Winner, 


as well as merchandising value. The utilization of two 
wax figures and a large limousine in the window combined 
to make the display have unusual drawing power. Other 
prize winners were: 

Second prize, $200, D. P. Smith, the Flak Mercantile 
Company, Ltd., of Boise, Idaho; third prize, $100, A. A. 
Hansen, F. G. Clayton Company, Boise, Idaho; special third 
prize, $50, George W. Steck, The Buckner Ragsdale Com- 
pany, Cape Girardeau, Mo. 

Fourth prizes of $20 each were awarded the following: 
L. F. Dittmar, The Union, Columbus, Ohio; Lloyd Walter, 
Yost Brothers, Stockton, Cal.; Thalhimer Brothers, Rich- 
mond, Va.; E. Preston Browder, Kobarker Department 
Store, Buffalo, N. Y.; William Hurley, B. & N. Clothing 
House, Oklahoma City, Okla.; R. Humphrey, Lion Cloth- 
ing Co., San Diego, Cal.; Gimbel Brothers, New York City; 





Display by Frame Furniture Co., sterling, Colo., 
Congoleum Winner. 


Wallace F. Welter, Columbia Clothing Company, Superior, 
Wis.; Harry A. Hurni, Hershfield Brothers,, Kalamazoo, 
Mich., and John T. Mackey, The Herpolsheimer Company, 
Grand Rapids, Mich. 

First prize of $500 in the July window display contest 
for Hickok belts was awarded Clement Kieffer, Jr., dis- 
play manager of The Kleinhans Company, Buffalo, N. Y., 
who has been such an outstanding figure in the winning 
of contests the past several years. Mr. Kieffer tied up his 
display with the great golf champion, Hagen, using a life- 
size cutout of the golf star in his display as the central 
figure. The merchandising values of the window was 
proven by the enormous increase in sales of belts, trace- 
able directly to the display. 

Second prize of $200 in the July contest was given 
Harry H. Heim, of The Marston Company, San Diego, Cal.; 
third prize of $100 went to W. F. Oxeneriter, of the Kauff- 
man & Baer Company, Pittsburgh, Pa., and a special third 
prize of $50 to Lothar F. Dittmar of The Union Company, 
Columbus, Ohio. 

Fourth prizes of $20 each were given to: Carl W. Ahl- 
roth, Hamburger’s, now The May Company, Los Angeles, 
Cal.; Benj. J. Nigg, The R. C. Beach Company, Lewiston, 
Idaho; F. J. Wagner, The Shepard Company, Providence. 
R. I.; H. H. Tarrasch, Stix, Baer & Fuller, St. Louis, 
Mo.; M. L. Gagnelius, Louis Laemle, Inc., Marshfield, Wis.; 
D. P. Smith, Falk Mercantile Co., Ltd., Boise, Idaho; F. C. 
Witzel, Roos Brothers, Inc., Berkeley, Cal.; R. E. Shellum, 
I. X. L. Clothing Company, Stockton, Cal.; William Fitz- 
gerald, P. J. Young Dry Goods Company, New Brunswick, 
N. J., and S. W. Englund, Schradzke Company, Peoria, III. 


Congoleum Contest Exceptional Puller for Displays 


No more convincing proof of the success of special 
window displays in boosting business can be found than the 
Congoleum Window Display Contest, recently staged by 
the Congoleum Company. Thousands of stores profited di- 
rectly by the contest as winners of the $25,000 worth of 
prizes awarded. ‘But those thousands benefited even more 
through the big increase in saies which resulted. 

The contest, which terminated May 31, was open to two 
classes of entrants—those from towns of less than 25,000 
population and those from cities of the larger size. In the 
former group Melvin E. Leach, of the Frame Furniture 
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First Prize Winners of $500 Each in Hickok Belt Contest—Upper, Display by Clement Kieffer, Jr., for The Klein- 
hans Co., Buffalo, N. Y.; Lower, Display by Carl Ahlroth for Hamburger’s, (The May Co.) Los Angeles, Calif. 


Company, Sterling, Colorado, and Hayward O. Blair, of 
Colville, Washington, qualified in first place and were 
awarded the capital prizes of brand new Ford sedans. O. 
Wallace Davis, of the H. Batterman Company, Brooklyn, 
New York, and E. H. George, of the Poindexter Furniture 
and Carpet Company, Ft. Worth, Texas, received Ford 
sedans for the best displays in-towns of 25,000 or more. 
Prizes for the second place were Ford touring cars. 


These were awarded to J. N. Hulpieu, of the Home Furnish- 
ing Company, Dodge City, Kansas; Frank J. Reynolds, of 
the Imperial Valley Hardware Company, Brawley, Cali- 
fornia, and F. J. Cowling, of the Cowling Company, Mount 
Carmel, Illinois entrants from the towns of less than 25,000 
population, and the Luchtenwalner Furniture Company, of 
Allentown, Pa.; Saul Solomon, of the Victor Furniture 


(Continued on page 52) 
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Convention on Coast is Successful 


Displaymen of Pacific northwest combine with those of California in 
interesting three days’ meeting at Spokane, Washington 


By DAVE E. ANDERSON 
Pacific Coast Correspondent, The Display World 


UCCESSFUL in every particular, the first 
annual convention of the Pacific Northwest 
Display Men’s Association, at Spokane, 
Wash., September 22, 23 and 24, proved 

a most remarkable gathering. It was the culmination 

of long effort on the part of displaymen of the Pacific 

Northwest to hold a successful convention, but more 

than this, resulted in action that made the association’s 

scope extend throughout the entire Pacific Coast. 

All sessions were held at the Davenport Hotel in 
Spokane, and when the first meeting was calied to order 
September 22, at 10 o’clock in the morning, more than 
100 displaymen and others interested in window display 
were present. Bert Cultus, of Tacoma, president of 
the association, called the meeting to order. Rev. H. A. 
Van Winkle recited the invocation, which was followed 
by the singing of “America” and “God Save the King.” 
Charles A. Fleming, Mayor of Spokane, delivered the 
address of welcome in which he conferred a great com- 
pliment on the displaymen of Spokane for arranging 
such an enthusiastic convention. Harlan I. Peyton, 
president of the Spokane Chamber of Commerce, ex- 
tended greetings for that body. 

A committee to draft the constitution and by-laws 
for the organization was appointed, composed of: Karl 
Amdahl, of the Palace Store, Spokane; J. Allyn Dean, 
of the Crescent Store, Spokane; L. A. McMullen, 
Portland, Oregon ; David D. Starr, Seattle Wash. ; Bert 
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Banquet, Showing Big Crowd in Attendance at First Convention, Pacific Coast Displaymen, Spokane, Wash. 


Smyser, Tacoma. A resolutions committee was ap- 
pointed, ‘consisting of J. H. Graham, of Tull & Gibbs, 
Spokane; H. B. Kelley, Yakima, Wash., and J. A. 
Wilson, Seattle, Wash. This concluded the first morn- 
ing’s session. 

The afternoon’s session was opened by an address, 
“Advertising Value of Good Show Windows,” by Glenn 
Pattee, President of the Spokane Retail Trade Bureau 
and secretary-tredsurer of R. J. Hurd & Company. 
Mr. Pattee said in part: 

“Most of you know as much about a good window 
as Ido. My idea is to give you a few angles from the 
matter of management, then window trimming. The 
first thing is: proper size of the window, depth and 


heighth for the merchandise to be shown; good.lighting, 


etc. The window should be well cleaned. We have 
never gone in for elaborate displays at our store. Our 
policy has been to use unit displays, and our results 
have been positive. We believe in frequent changes, 
and always take the unit out when we discover we are 
not getting results. 

“A good window man must see that the policy is 
carried out, and, first of all, the displayman must be 
artistic. In other words, the window displayman has a 
big chance for improvement. The question of the value 
of a displayman today is beyond all doubt, and we 
would not be without a first-class man.” 


A competitive demonstration on Styleplus Clothes 








66y 









October, 1924 


THE DISPLAY WORLD 19 








1924 
ap- : £ . ‘oe a P P 4 
“ New Officers of Pacific Coast Display Men’s Association, Left to Right, H. B. Kelly, Yakima, Wash., Third Vice- 
A President; A. O. Hewitt, Secretary-Treasurer, Portland, Oregon; Karl Amdahl, Spokane, Wash., President ; David 
«a D. Starr, Seattle, Wash., First Vice-President. 
which followed, was won by L. A. McMullen, of Portland, full of burning caal. The illusion of warmth and home 
SS, Ore. James A. Wilson, of Seattle, was second, and Frank life is the point of human interest. 
nn J. Wear, of Yakima, third. “Having created interest in your window, be very sure 
aU L. A. Rogers, secretary of the International Association that the interest is directed to the article for sale. Do 
ny. of Displaymen, from Chicago, delivered an address, “The not let the beautiful setting overstep the merchandise, but 
i Face of the Store,” and dwelt largely upon the benefits rather direct attention to it. Nor having attracted the 
: derived by displaymen from affiliation with associations de- eye, do not offend by overcrowding or poor selection of 
= voting their energies to the advancement of window dis- articles to be shown. If resentment is aroused by some 
the play. slight blunder on the part of the displayman, the would- 
‘he Non-competitive demonstrations followed, P. G. Neville, be purchaser becomes a critic -instead. Show cards in 
nd of Portland, demonstrating with a display of millinery; some form or other are a necessity in the window. As 
ng Belt Cultus, of Tacoma, on laces, and George Stevens, quietly and explicitly as possible they say what you are 
of Spokane, on lingerie. Adjournment was taken at a unable to say otherwise.” 
ive : re > iy : 
late hour in the afternoon to visit the manufacturers’ ex- George A. Phillips, president and manager of the 
ut hibits. Eighteen manufacturers of display devices and Palace Store Company, delivered an address, “The Proper 
Its equipment exhibited. Relation of the Display Manager to the Merchandise Man- 
es, ager and Department Store Buyers,” immediately follow- 
re Second Day’s Sessions Are Opened Auspiciously ing a demonstration by the Portland Club. Mr. Phillips 
ay i t said: 
Raymond P. Kelley, of the Syverson-Kelley Advertising = eo one : ‘ 
, A proper relation to your display manager and de- 
is Agency, of Spokane, was the first speaker at the Tuesday alee i 
i 2 : : : partment buyers has the same significance in your place 
be morning session of the convention. His subject was, a ; : 
a Sem ; s : of merchandising as the proper relation has in your com- 
Dh. Where Is Advertising Going?” His talk was very con- : ; : 
5 a é ae : munity, or your proper relations to your family and 
structive along advertising lines, and recited the develop- : . 
ue Pe i é : government. The first thought of the display manager is 
ment of advertising from a make-shift affair to a science, é : : f : 
we showing how it is being taken up by colleges and univer- oF tens Heel Onenes: . thats the result Oh, aameneeneS 
tee F in how to undertake to build the picture. It is the result 
sities as an important course. : ‘ : d 
A Gtive A ET ay eg ee eae ‘ of the proper relation of every subject required to bring 
a Se ee ee into his mind the realization of this picture he builds in 








dows erected in the hotel for the occasion on Allen A Ho- 
siery at this time, was won by Bert Smyser, of Tacoma; 
W. Oliver Johnson, of Edmonton, Alberta, winning second 
award, and Victor Linden, of Yakima, Wash., third. 

J. Walter Johnson, of Portland, Ore., one of the best 
known and most efficient furniture store displaymen in 
the country was the first speaker on the afternoon pro- 
gram, September 23. In part, he said: 

“I am a firm believer in special feature windows. There 
are sO many events and holidays that can be used in creat- 
ing beautiful settings. I never let an opportunity of 
that kind slip without using it in some way in the window. 
The average person has some sentiment in his makeup and 
quickly responds to the, special feature setting. If it is 
Christmas, Fourth of July or Mothers’ Day, it is easy to 
arouse his interest. Windows arranged especially for the 
bride, the home-maker, the gardener or the children, each 
has its separate appeal. Very closely related to this is the 
way to selling the goods. All windows should have human 
interest. All windows cannot attract all people, but all 
windows can attract some people. Some individudls are 
reached through one phase of human appeal and some 
through another. Take, for example, a living room in a 
furniture window. Place a grate in the fireplace and let 
the grate be one that is so constructed that it appears 


his windows. It is only the finer expression of the things 
he has done previously. If we take that position it will 
not be long until we become mechanical, but the proper 
relation starts still further back than this work. It starts 
with the understanding of merchandise. The successful 
display manager of the future will be the man who under- 
stands most abeut his merchandise—even source and value 
of merchandise. 

“Men, if you want to be successful display managers 
for the firm in which you work, or whatever you may be, 
be a popular man in the organization among the sales 
people. Get their confidence. That confidence comes from 
a desire to accomplish something for the store or depart- 
ment and becomes a part of it so you will like everybody 
in the organization for business purposes. Get the good- 
will and co-operation of the public and take your place 
firmly to give good service cheerfully rendered with proper 
co-operation about you, so you will be pointed out as one 
of the constructive builders of good business and better 
service wherever you may be connected.” 

A competitive demonstration of draping was won by 
Dave D. Starr, of Seattle, the second prize going to Bert 
Smyser, of Tacoma, and the third to Ralph Pfister, of 


(Continued on page 62) 
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Upper Left, Dainty Display of Van Raalte Silk Underwear by W. R. Bevan for Smith and Welton, Norfolk, Va., 

Using Silk Patch Poster in Background, Window Scheme Being in Orchid and Blue. Upper Right, Fashion Dis- 

play by Hugh Henry for Brett’s Store, Altoona, Pa. Left Center, Companion Sales Display by Charles Ely, for 

Browning, King & Co., Detroit, Mich. Right Center, Display Utilizing Art of Draping by L. D. Wellington, Bil- 

lings, Montana. Lower Left, Fruit Cake Display, Globe and Show Card Being Made of Sugar and Cake Materials, 

by John E. Cooke, for Coulter's, Los Angeles, Calif. Lower Right, Display of Arrow Shirts and Collars by Jo- 
seph Marshall for The Boersma Company, Chicago, Iil. 
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Upper Left, Fall Hunting Display, Utilizing Natural Autumn Foliage, by H. J. Huff for the Newman-Stern Com- 
pany, Cleveland, Ohio. Upper Right, Display in New Windows, Utilizing Clever Plaid Drape, by J. Rietberg for 
Charles Trankla & Company, Boston Store, Grand Rapids, Mich. Left Center Cut Silk Display Utilizing Clever 
Background and Cut-Out, by E. Preston Browder for Kobacker’s, Buffalo, N. Y. Right Center, an Example of 
-Irtistic Small Town Display, by H. A. Bauer for Pickens Department Store, Ponca City, Okla. Lower Left, 
llighly Artistic Music Room Display, Showing Evening Wear, by L. D. Wellington for the Hart-Albin Co., Bu- 
lings, Mont. Lower Right, Symmetrical and Attractive Diplay of E. & W. Collars by J. H. Hamilton for the Ray 
M. Southworth Co., West Lafayette, Ind. 
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Merchandising Window Contest Starts 


Photographs and descriptive matter begin to pour in to Display World 
Service Bureau, all of unusually high standard 


EADERS of The DISPLAY WORLD will 
be astounded when they pick up the Sec- 
ond Annual Display Review next January 
and observe the reproductions of the win- 

dow displays that sold the greatest amount of merchan- 
dise at any given period between January 1, 1924, and 
December 1 of the same year. The contest is being 
conducted by The DISPLAY WORLD Service Bu- 
reau, and two handsome silver trophy cups will be 
awarded the winners in two classifications. : 

Since the first announcement of this annual contest 
in the September issue of The DISPLAY WORLD, 
this office has been swamped with inquiries and the 
photographs of entries, together with descriptive matter, 
and affidavits have been arriving in almost every mail. 

A window display that sold 15,757 men’s shirts in a 
single day in a department store of one of the country’s 
largest cities is an achievement that clearly demon- 
strates the pulling power of window display when it is 
linked up with some particular feature of the store’s 
merchandise. This particular display has been entered 
in this contest. 

A window display that sold ninety refrigerators in 
three days must have had a great appeal. This display 
is also entered in this contest. 

From east, west, north and south the entries are 
beginning to pour in. It proves the oftrepeated asser- 
tion in the editorial columns of The DISPLAY 
WORLD that the year 1924 has produced the greatest 
merchandising displays in the history of the country. 
And when displays sell merchandise in such volume it 
is without question plain that the show window is be- 
ginning to take the place set aside for it. As a matter 
of fact, it is being recognized as a positive torce m 
moving merchandise. 

The publishers of The DISPLAY WORLD have 
announced that, through The DISPLAY WORLD 
Service Bureau, they will award a valuable silver cham- 
pionship cup to the display director of the retail. store 
in the United States who produced the window display 
that proved to have the greatest merchandising value, 
in actual percentage of sales inside the store, traceable 
directly to the window. Such displays MUST not 
have employed any dealer-helps or national advertising 


material, but MUST have been a display installed 


strictly on the merits of the merchandise picked from 
within the store. 

The display MUST have been installed between the 
period of January 1 and December 1, 1924, for any given 
time, whether it be a day or two weeks. The window, 
however, must not have been in position longer than 


two weeks. The photograph, data and descriptive mat- 
ter must be in the hands of The DISPLAY WORLD 
not later than midnight of December 15, 1924, to be 
considered in this competition. 


_ Under the same conditions, another award—a silver 
trophy cup—will be given to the display director of the 
retail store of the United States who produced the win- 
dow display using national advertising material and ex- 
ploiting some nationally advertised product that proved 
to have the greatest merchandising value in actual sales 
inside the store traceable to the window display. 

The contest began with the September issue of The 
DISPLAY WORLD, September 15, 1924, and closes 
at. midnight, December 15, 1924. Three months in 
which photographs and detailed articles descriptive of 
of these great displays of 1924 can be submitted! The 
judges will then begin tabulation of the results, and 
announcement of the awards, together with photographs 
of the winning displays, will be published in the Second 
Annual Display Review of The DISPLAY WORLD, 
to be published January 15, 1925. 


Each photograph must be accompanied by a 500- 
word article not only describing the display, the mer- 
chandise used, etc., but showing exactly what amount 
of merchandise was sold, directly traceable to that 
particular window display. 

The merchandise manager of the store, pr some 
official of the institution in authority must make and 
send in a sworn affidavit on the amount of sales, directly 
traceable to the display. ; 

From all these marvellous facts, The DISPLAY 
WORLD will glean information and material that can 
have a great bearing on the constantly increasing effi- 
ciency of window display. The facts and figures will 
astound even the display field itself. 


Your contribution in the way of photographs for 
this contest is invited NOW, unless you intend to wait 
until later to check up some subsequent display to be 
installed before the contest closes. If any turther in- 
formation is required on this competition, it can be 
obtained by addressing an inquiry to The DISPLAY 
WORLD Service Bureau, 1209 Sycamore Street, Cin- 
cinnati, Ohio. 





DISPLAYMEN. OF NEW YORK GET TOGETHER 

The first regular monthly meeting of the fall season for 
the Metropolitan Display Men’s Club was held at Mandi’s 
Restaurant in New York late in September. No business 
was discussed, the meeting being solely for the purpose of 
getting together after the summer season, when no meet- 
ings were held. At the next meeting the activities of the 
club for the winter season will be taken up. 
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Our beautiful New 
Christmas Catalog was 
mailed October First and 
3 a copy should be in your 
hands at this time. If not received kindly 
advise us and we will send you another 
immediately. No displayman should be 
without it. 












Sincerely 


Ghe Botanical Decorating Co. 


(Established 1896) 
319-327. West Van Buren Street ~ CHICAGO 














24 THE DISPLAY WORLD 


October, 1924 


Fur Displays Effective at Any Time 


Proven by experience that August sales always bring results and no 
matter what the season will attract much attention 


Artistic Fur Display by W. L. Stensgaard in Long, Front Window of C. W. Klemm Store, Bloomington, III. 


O matter what the season of the year may 
be, there is nothing that will attract at- 
tention more quickly than a fur display. 
True—it may be only a fleeting glimpse, 

but it fixes firmly in the mind of the passerby that furs 

are being displayed. The appeal of furs in any season 
of the year is sufficient to lend itself to the public mind, 
particularly that of the women. 

Accompanying this article are two fur displays of 
note. Both these displays were installed in windows dur- 
ing the month of August. Practically every displayman 
has now come to consider August as a month of fur 
sales. The decoratives and backgrounds usually em- 
ployed for August fur sales are not necessarily those 
which would carry the thoughts of snow and winter, 
although such surroundings are often employed. More 
usually, soft, warm backgrounds and decoratives are 





used in making the display effective. The use of 
plush is quite general in window displays of this kind. 
A stuffed fur animal is often the centerpiece. But it 
remains a fact, no matter what is employed, that the 
display will appeal just as much in August or April 
as it will in the coldest winter months. 

When the average disp'ayman runs out of ideas and 
is looking for something different, no matter what the 
time of year, his ingenuity is easily linked up with a 
fur display. Depending on the season of the year in 
which the display is installed, he can quickly grasp 
ideas that will culminate in a successful displav. 

One of the accompanying illustrations is of a fur 
display installed by W. L. Stensgaard, display manager 
in one of the larger windows of the C. W. Klemm 
store at Bloomington, Ill. “The settings and floor of 
this fur display were done in white and silver with 


Fur Display by G. Gordon Meyers in Corner Window The Rollman Sons Store, Cincinnati, 
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* The Honor Roll of Display Specialists 
The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 












| 
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GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in ‘my 


model windows. Make your “Window Display Dealer Helps’ 
produce the results they should. 





“WINDOW DISPLAY AND DISTRIBUTION” 
in 
New York, New Jersey and Connecticut 
DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 


141 Fifth Avenue, New York 





MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 


all over the world, President—Martin Jenter 


PHILADELPHIA 


and surrounding points. 


Window Displays Delivered and Installed for National Advertisers. 
We Specialize in an “ALL YEAR ROUND?” Service. 
Prompt and Careful Attention Given to Special Campaigns. 

Installation Capacity 500 Displays per week 


For Further Information and Quotations Write to 
SAMUEL. J. HANICK, 1214 Race Street, Philadelphia, Pa. 


LETTERING 


Lexington Ave. N.Y. 


DUDLEY HESS 
368 West 57th St., New York City 
O H Designer and Builder 


Show Window Display Scenics 
Exhibition Work—Floats 


For Local Stores and National Advertisers 














JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 


Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 
Velours, Show Cards, Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 


.Complete Window Display Service for 
National Advertisers. in 
GREATER BCSTON and VICINITY 


CENTRAL INSTITUTE 
256 West 34th Street New York City 


Window Displays for Local and National Advertisers and for 
Dealers. Model Displays Planned, Reproduced and set up in 
Our Own Windows. 
Milton Roberts, President 
Telephone 5595 Chickering 


UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 


739 Boylston Street Boston, Mass. 
Window Display, Service Throughout New England 
National Manufacturers’ Campaigns Our Specialty. Service en- 
dorsed by leading Manufacturers of the following products: 
Tanlac—Mulsified Cocoanut Oil—Zonite. 
Gainsborough Hair Nets and others upon request 








J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Serv- 
ice—Complete Service for National Advertiser 


Manager, J. D. Williams 





NOYES BROS. & CUTLER DISPLAY SERVICE 
Park Square, St. Paul, Minn. 
A national Display Service for installation of up to 


500 sales producing windows in St. Paul and 
Minneapolis. 


B. J. Millward, Manager 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, Ill. 


1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 





WINDOW-BOOTH-FLOAT 


4. e DISPLAYS 
“ Specialists to Druggists and 
1 DISPLAYS National Advertisers 


Seue Mencnanose Best Locations Available 
190 N. State Street Chicago, Ill. 





ANDRADE DISPLAY SERVICE 
118 No. LaSalle Street Chicago, Il. 


Locations available in Chicago and suburbs for 
Nationally Advertised Products. 


One Window or a Thousand 





BUCKEYE DISPLAY SERVICE COMPANY 
Columbus, Ohio 


Complete Window Display Installation Service 
for Local and National Advertisers 


Best Locations in Columbus and Surrounding Towns. 
Your Satisfaction — Our Gain 








If We Were “John D. Rockefeller” 
You would then know we were rich. 


’ ut we're not! 
The only thing 
we have a lot of 
are ideas, which 
may eventually 

— is make us rich! 

Metropolitan 


VISUALIZATIONS a 


“Putting Ideas into Picture Form” 
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blue highlights. The foliage was white and silver with 
silver grapes. The foliage and hangings were artistic, 
and despite the fact that this is an exceotionally long 
window. 


The fur display by G. Gordon Meyers, display man- 
ager of The Rollman & Sons Company, Cincinnati, O., 
was unusually attractive, this being a window on one of 
the busiest corners of the city, visible from two sides. 
The appeal must, accordingly, be carried out in such 
a way that it will be equally attractive on either side 
of the window. That Mr. Meyers accomplished this, 
is plainly visible by the photograph. 


October, 1924 


The background was finished in black and goid. 
The lamps were finished in a similar fashion. Light 
blue illumination was used, with a spot light on the 
central figure. The effect was remarkable, and drew 
immediate attention from either side of the window. 
The grouping of the figures and the use of tne mer- 
chandise were accomplished effectively, and contributed 
largely to the success of the display. 

It is needless to presume that either of tnese dis- 
plays sold fur coats, even if installed in the month of 
August. Each year finds the use of fur displays at 
almost:any period growing, both in attraction and sales 
power. 


<= 4000100 


Smaller Cities Have Good Jewelry Displays 


By WALTER L. BELL 
Display Manager, Thos. L. Bell, Jeweler, Americus, Ga. 


MALLER -cities from eight thousand to 
twenty thousand population provide the 
best field to realize the most from your 
window displays. There the people have 

more time to appreciate attractive displays and are al- 
ways longing for something new, while in the larger 
cities they are in a state of constant hurry and rush, 
and give only a passing look at the displays, unless they 
decide to spend some time looking at them and nothing 
else. 

It takes time and trouble ‘for the small town display- 
man to put in nice, attractive displays, but they are well 


worth the time and effort. The window is where fifty - 


per cent of where your sales start, and if these windows 
are poorly dressed that is where the sales stop. If you 
keep neat, well-decorated windows the public will get 
the habit of stopping to see what you have on display, 
perhaps with no intention of buying, but if the goods 
are well displayed it will create the desire to purchase, 
and the ultimate result is a sale. 

In the smaller cities your displays should be changed 
at least once a week. When you change make a com- 
plete change of merchandise, and if you do not change 
your setting entirely, rearrange it so the display will be 
noticed at first glance. Create your own ideas and make 
them up yourself. It doesn’t take much time, and you 
can make them with almost anything you have avail- 
able. I use boxes, glass shelves, cardboard, small 
boards and cover them with crepe paper, velvet or some 
other cloth. In jewelry windows, such as I create for 
a small city, I naturally find velvet rich and attractive. 
Keep your windows well lighted at night and get the 
benefit of the passing crowd. Light attracts, and after 
you get them up to the window the display should do 
the rest. 


One of Walter L. Bell’s Attractive Displays 


When you put on a sale don’t jam your windows 
as full as you can get them, but instead think up some 
original idea and put in a better window display than 
you would at any other time. I am in a city of ten 
thousand population, and I change my displays once a 
week. Every display is a complete change from the 
one taken out. I always try to make each succeeding 
display better than the preceding one. In this way I 
find the work very enjoyable, and there is always some- 
thing to look forward to. It is pleasing to find the peo- 
ple taking an interest in the displays and watching for 
something new. 

You do not have to be an expert to put in attractive 
displays. Just put in a little time and trouble and you 
will be surprised at your work. Of course, I am writ- 
ing this strictly for the benefit of the small city display- 
man, whom I believe should not: be disgruntled at his 
work, particularly because he has so little to work with. 
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Who They Are and What They Say 


No. 12—ROBERT W. McKNIGHT, Santa Ana, Calif. 


























XPRESSING belief in the principle that 
the really successful displayman of today 
must adhere closely to his line of duty, 
and give constant study to all phases of 

his work, Robert W. McKnight, display manager of the 
Rankin Dry Goods Company, of Santa Ana, California, 
has become one of the’foremost small city display ex- 
ecutives in the country. His record is an interesting one 


ing positions in Butte, Anaconda and Missoula. My 
love of hunting and riding took me into the United 
States Forestry Service for one year. My travels car- 
ried me on to Spokane, Wash., where I did free lance 
work and assisted in a sign shop, constantly studying 
every angle of display I possibly could. For two years 
I was with the department store of Gordon’s, Limited, 
of Victoria, British Columbia, and two years with the 





in every particular. 

Mr. McKnight’s story is 
told in the following inter- 
view given The DISPLAY 
WORLD for this particular , 
department : 

“My experience dates 

back to the smaller cities of 
Michigan’ some _ twenty-five 
years ago. I spent most of 
my salary and all the time I 
could get off, then, traveling 
to the larger cities to obtain 
ideas, and watch the big fel- 
lows perform, especially in 
Chicago. In those days, we 
had to make most of our own 
fixtures and artificial flowers. 
I took a special course of sev- 
eral months at this time in 
making artificial flowers. 
Then I began to long for a 
bigger experience that could 
only be gained in a large city 
department store. 

“T finally landed in Chi- 
cago, where I was employed by the Siegel-Cooper 
Company, where I remained for several years. During 
this time I became acquainted with Albert A. Koester, 
who was then with the Marshall Field Company, hand- 
ling installation of displays. Mr. Koester took con- 
siderable interest in me, giving me much valuable ad- 
vice and instruction, for which I give him due credit 
for any success I may enjoy. I left Siegel-Cooper’s 
to take charge of the windows of a department store on 
the North Side of the city, which position I held two 
years. I then accepted directorship of the Lyon & 
Healy Music store windows, at that time located at the 
corner of Adams street and Wabash Avenue. I re- 
mained there several months until I got the Western 
fever. Nothing would satisfy me but a trip west. I 
landed in ‘Montana and worked there four years, hold- 








Ropert W. McKnicut 
Display Mgr., Rankin Dry Goods Co. Store, it. The Rankin Dry Goods 


Santa Ana, California. 


Fit Rite Clothing Parlors, 
which then had a battery of 
seven display windows. 
“For two years after re- 
turning to the United States, 
I was connected with the 
Schack Artificial Flower 
Company, of Chicago, cover- 
ing the western territory 
from Chicago to Seattle. I 
then accepted a position with 
the Rankin Dry Goods Com- 
pany, of Santa Ana, as dis- 
play manager, and have held 
this position for seven years. 
It is my theory that a dis- 
playman who travels as I 
have, obtains remarkable ex- 
perience, but he finally finds 
the position and connection 
to his liking. If he has stu- 
died sufficiently, that position 
will grow with him, and the 
store will grown along with 





Company is a very progres- 
sive firm in a city of 35,000, and carries the very best 
of merchandise. I married a girl from Santa Ana, 
and have a daughter five and one-half years old. My 
hobbies, aside from work and home are: Radio, motor- 
ing and receration in beach and mountain resorts. 

“T use every source available for ideas—all the bet- 
ter magazines, libraries, the movies, trips to the moun- 
tains, days spent on the beaches, competitions, etc. 
I also have a nice little library consisting mostly of im- 
ported art books. I always welcome ideas from any 
source, also constructive criticism. I pay much atten- 
tion to my color schemes, always striving for simplicity 
in windows. Like all other displaymen I like to install 
art windows, but I do not forget the real mission of the 
window is to sell merchandise. My contention is that 
art and merchandise may be so handled that one en- 
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Prize Winning Display of Corticelli Silk by R. W. McKnight for Rankin’s, Santa Ana, Calif. 


hances the value of the other. I find that merchandise 
windows may be attractively arranged with character, 
force and selling power behind them to put them over. 
I pay almost as much attention to interior display as I 
do to window display, believing that the interior should 


back up the windows as strongly as possible. 


“Out display department and advertising department 
work in perfect harmony. Rankin’s employees are 
banded together in a society known as Rankin’s Co- 
operative. We even enjoy community singing. The 
firm purchased a piano and employs a singing master. 
The singing takes place three mornings each week from 
8 o’clock to 8:30. The doors are thrown open to the 
public. An old-time circus side show was a very unique 
stunt recently staged by this society on the third floor. 
All kinds of booths were erected and all the side-show 
features employed. In events such as this, each em- 
ployee is permitted to bring one outside friend, the 
proceeds going to the co-operative treasury. 


“My experience proves to me that travel and study 
will bring much valuable conception to the displayman, 
and the small city provides him with a real place to 
develop his ability. If he is thoroughly interested in 
his subject, he will stay there.” 


oA 

LONDON SHOPFITTERS AID TO AMERICANS 

American mazufacturers or merchants iw the display 
field who plan to visit England will find gréat assistance 
and advice, particularly on the subject of shopfitting, volun- 
tarily given by Oliver E. White, managing director of Oliver 
White, Ltd., 41 Carlisle Street, Edgware Road, London, 
N. W. 1. Representing one of the leading firms in Europe. 
Mr. White traveled America and Canada and in exchange 
for the courtesy he received while on this side, wishes to 
be of ‘service to any visiting display manufacturers, or 
merchants, who are in London at any time. 





LINK UP LUGGAGE WINDOW WITH RAILROAD 

A traveler’s display of luggage and bags was recently 
shown in the window of the New York Store, Moline, IIl. 
im connection with the Northern Pacific Railroad. -One 
of the large show windows was devoted to the display of 
trunks, suitcases, bags and bandboxes, together with ac- 
cessories. Posters illustrating the various routes of travel 
across the scenic northwest, formed the background for 
the display, furnished by the railroad, while literature and 
timetables were distributed inside the store. 





ENTERS DISPLAY BUSINESS IN IOWA TOWN 

Carl Balcomb, commercial designer and decorator, who 
has been connected with the. Paul Johnston Optical Co.. 
Davenport, Iowa, for the past two years as display manager, 
has entered into business for himself. He will continue to 
handle displays for the Johnston Optical Co., but will de- 
vote his entire time to window displays, commercial dis- 
plays and interior decorations for firms in Davenport and 
vicinity. 
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Chicago affords the most complete Display Equipment and Decora- 

tion Market in the World—Time and money may be saved, and the 

best that decorative genius creates can be obtained in Chicago at 
prices that cannot be duplicated—quality considered. 









THE ADLER-JONES CO. THE KOESTER SCHOOL 
643 S. Wells Street 314 S. Franklin St. 
- Artificial Flowers—Decorations Display and Card Writing Instruction 






BAER’S, INCORPORATED NATIONAL CARD, MAT & BOARD CO. 
155 North Union Ave. . 4318 Carroll Ave. 
Wax Figures and Forms Show Card Boards, Mat Board, Cut-Outs 












play THE BODINE-SPANJER CO PAASCHE AIR BRUSH CO. 
ince 1160 Chatham Court 1902 Diversey Parkway 
lun- Distinctive. Display Decorations Air Brushes and Accessories 
iver ; 
don, CHICAGO MAT BOARD CO. SCHACK ARTIFICIAL FLOWER CO. 
ope. 664 W. Washington Blvd. 134-140 North Robey St. 
inge Card and Mat Board Artificial Flowers & Display Decorations 
s to 
or CURTIS LIGHTING, INC., SUPERIOR SIGN SCHOOL, 
1119 W. Jackson Blvd. 2139 So. Wabash Avenue 
Complete Equipment for Lighting Effects Instruction in Display and Card Writing 
D 
ntly GEO. E. WATSON CO. 
Iil., 62 W. Lake Street 
One Show Card Writers’ Supplies 
y of 
“at Endorsed by most critical and discerning displaymen and merchants 
for everywhere—and recommended to progressive purchasers by the 
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Remarkable Exterior Display Is Used 
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Large department store employs several unusual display methods in 
decorations for the American Legion national convention 


By HOWARD E. BARTLETT 
Display Manager, The Golden Rule, St. Paul, Minn. 


NE of the most elaborate exterior displays 
ever attempted in the northwest was un- 
veiled by us recently for the Golden Rule 
Store of St. Paul, during the national con- 

vention of the American Legion. The display, by day, 
was attractive because of the huge American flag used, 
and by night the illumination was such as to command 
the attention of every person in the downtown district. 

In the center of the Robert Street side of the store 
was hung one of the largest American flags every dis- 
played in the northwest. It was 100 feet long and 60 
feet wide. It contained 666 2-3 yards of bunting. On 
both sides of the flag were shown the emblems of the 
American Legion and auxiliary. 

On the Seventh and Robert corner of the store 
building was a huge orange and blue bowl, twelve feet 
in diameter,nine feet high, and from which huge vol- 


umes of red and yellow fire were emitted. The fire in 
the bowl was accomplished with steam and powerful 
flood lights. The Seventh Street side of the building 
was decorated with red, white and blue bunting. 

The red and white stripes of the large flag were 55% 
inches wide and the blue field with the regulation star 
code was nearly 32 feet square. The emblems in each 
corner were 85 feet in circumference, surrounded by a 
circle of 720 electric lights and draped with bunting in 
the national colors. On the cornice of the building was 
a fringe of electric lights in blue and gold. This fringe, 
made of strings of lights, three feet apart, were from 
16 to 36 feet in length and contained 3,006 electric 
lamps. 

On each show window was a white satin banner 
bearing the insignia of the American Expeditionary 

(Continued on page 73) 








Exterior Golden Rule Store, St. Paul, ‘Minn., as Decorated at Night for American Legion Convention — 
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The DISPLAY WORLD in an editorial in the 
September issue announced to the display pro- 
fession at large the objective of Windotrim 
Fabrics Inc., namely the creation and 
distribution of fabrics of all kinds 
suitable for Window Decorating. 





We therefore take pride in introducing 


“IRIDESCENT” 
SILK PLUSH 


Twenty-four inch width in a number of beautiful 
combinations. Ask particularly about the Halloween 
and Thanksgiving combination of black and pump- 
kin, and the four wonderful Christmas numbers. 


INQUIRIES TO US WILL IMMEDIATELY CAUSE NEAREST 
“ DISTRIBUTOR OR AGENT TO SUBMIT SAMPLES OF THIS 
AND ALL THE VARIOUS FABRICS WHICH WE CARRY 


® 


WINDOTRIM, FABRICS, Ine. 


17 MADISON AVENUE 
NEW YORK 


SPECIALIZING IN FABRICS FOR THE DISPLAY MAN, THEATRE AND HOME 
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Experience Proves Keynote 


of First W. D. A. A. Convention 


Cleveland ‘scene of three days’ enthusiastic meeting pronounced by 
many greatest gathering ever held in interest of window 
display advertising—New officers are elected 


XPERIENCE was plainly the keynote of 
the first annual convention of the Window 
Display Advertising Association, held at 
Hotel Statler, Cleveland, Ohio, September 
29, 30 and October 1, when more than 100 persons 
gathered together to exchange window display advertis- 
ing idea and experiences. From the very first ses- 
sion on Monday morning, September 30, until the final 
business session on Wednesday afternoon, October 1, 
the convention moved rapidly and without coaxing. 
There seemed to be something doing every minute. 
When the program committee began arranging for 
the Cleveland convention, some of the leading members 
of the organization warned the secretary that the 
meeting must not be anything but an experience meet- 
ing. With this fact in mind, the leading lights in the 
realm of window display advertising were asked to 
participate in the program, and a Round Table discus- 
sion was added so that all might present their questions. 
or air their views on a subject which is still in its 
infancy. Thus the program varied from the usual 
routine affair, and developed into a snappy, interesting 
three days’ convention, in which the dull moments were 
interspersed with an attractive program of entertain- 
ment arranged by the Cleveland members. “ 
In addition to interesting addresses and papers, 
there were window disp!ay demonstrations of nationally 
advertised products, in dummy demonstration windows, 
provided for the purpose; there were exhibits of win- 
dow display advertising lining the walls of an exhibit 
hall, adjacent to the convention meeting room; there 
were group meetings and open discussions, in fact every 
detail that goes to make up a successful convention. 


The only criticism that might be offered was that 
not enough time was set aside for business sessions, 
perhaps, for when the time for these meetings arrived, 
they were rushed through so rapidly that it was neces- 
sary to depend on the official record for the complete 
reports of the officers and other data that is usually 
read at such meetings. This can, perhaps, be adjusted 
another year by having one day set aside for group 
meetings and business sessions, devoting the greater 
part of a day to the business of the convention. 

Visitors to Cleveland, entering the Hotel Statler 
were greeted by a huge banner announcing registration 
on the mezzanine floor of the hotel. Here, the Chamber 
of Commerce, working in conjunction with the Cleve- 
land committee provided several young women who 
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NEW OFFICERS OF W. D. A. A. 


President—Edwin L. Andrew, assistant to man- 
ager, Department of Publicity, Westinghouse 
Electric & Manufacturing Company, East 
Pittsburgh, Pa. 

Vice-President—C. T. Fairbanks, vice-president 
Edwards & Deutsch Lithographing Company, 
Chicago, IIl. 

Secretary-Treasurer—Frederick L. Wertz, display 
counsel, New York City. 

Board of Trustees—Arthur Freeman, president 
Einson-Freeman Co., Inc., lithographers, New 
York City, chairman; Frank H. Peck, display 
counsel, New York City; Miller Munson, ad- 
vertising manager, The Hoover Company, Chi- 
cago; P. W. Murphy, secretary, Fuller & 
Smith, advertising agency, Cleveland, Ohio, and 
Joseph M. Kraus, advertising manager, A. Stein 
& Company, Chicago, II. 











handled the regstration under the direction of H. L. 
Mooney of the Lake Lithograph Company, Cleveland. 
Each member and visitor paid a tendollar registration 
fee, which covered all expenses incident to the many 
luncheons, dinners, bus rides and other features of the 
interesting program. 

The convention got under way in the huge Hotel 


- Statler ball room at 10:30 o’clock Monday morning, Sep- 


tember 29th, with Dr. F. H. Peck, president of the organi- 
zation in the chair. Doctor Peck called the other officers 
of the association up to the table and, among those officers, 
called on Vice-President C. T. Fairbanks, Treasurer Fred- 
erick L. Wertz and Arthur Freeman chairman of the Board 
of Trustees for short introductory talks. All three stressed 
the importance of the national advertiser predominating 
in the affairs of the association. 

Honorable Robert M. Hopkins, city manager of the 
city of Cleveland was next introduced and delivered the 
address of welcome to the delegates. The theme of Mr. 
Hopkins’ talk wag “Demand.” In part, he said: 

“One big thing makes your business very interesting. 
Back of all business is prosperity. And back of all progress 
and prosperity there must be demand. Back of demand 
is desire. The man who wins, wants to win. It is the in- 
tensity of his desire that measures every man’s success. 
After all, advertising is the science of stimulating and 
creating desire. That is what window display does, and 
so you are dealing with the main spring of civilization. 
Success to you.” 

Dr. F. H. Peck, in his annual address, proved that 
window display dates back to Biblical days, when the 
tradesmen of old displayed their wares for sale in front 
of their places of business and advertised on carved stones 
what they had to sell. He spoke of the achievements in 
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Typical first floor aisle in Saks—Fifth Avenue, 

New York City.. Light for show and wali 

cases supplied by our continuous reflectors 
and linolite lamps. 


Over a Mile and a Half 
of Frink Reflectors 
Are Used in Saks’ Fifth Ave. 


RACTICALLY every show case and wall case in the 

new Saks & Company, Fifth Avenue, New York store, 

is equipped with our continuous reflectors and Linolite 
lamps—75C0 lineal feet in all. 

Close up view of cases shown Every show-window on Fifth Avenue—49th Street and 

ilt above. Floods of light from invisi- 50th Street, 350 feet of them, has our bronze foot-light 

\ Ki ble sources, fill every case. No. eye reflectors, carrying the store name in the center of each 














‘ strain or glare, - 
window. 


While the magnitude of this contract is of first importance 
to us, to you the fact that this building, the last word in 
department store design and equipment, depends almost 
solely on Frink Reflectors for its display lighting is of 
first importance. 

As for over 60 years Frink Reflectors still stand for the 
most advanced ideas in store lighting. 

For over 60 years we have been equipping stores all 
over the country. 

Few jobs are too large for us—None are too small. 


No matter what your problem, if it is one of store light- 
ing, we can assist you. 


Write us today. 























Polaralite signs are used wherever direc- 


tional signs are necessary. No more beau- 
tiful sign is made. Flowing letters appear 
to hang suspended in space. n¢ 


24th Street and 10th Ave., New York 


on Il. Buffalo, N, Y. St. Louis, Mo. 

_<if{ Boston, Mass. Cleveland, O. Atlanta, Ga. 

Lose San Francisco, Cal. Seattle, Wash. Pittsburgh, Pa. 
Detroit, Mich. Rirmingham, Ala. Los Angeles, Cal. 


nro of ame Wines ‘light reflectors : Cincinnati, O. Philadelphia, Pa. Portland, Ore. 


‘ ¢essed in floor, to eliminate all floor sha- CANADA 
dows and to allow name plate to appear P Associated with The Robert Mitchel Co., Ltd. 
level with bottom of window construction. 64 Belair Ave., Montreal. 
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various forms of display up to the present age and com- 
mented on the great progress of the association, only 
six months old. He concluded by appealing to those at- 
tending the convention to give of their ideas and co-oper- 
ation and called attention to the fact that the convention 
was being recognized in the placing of three window dis- 
plays, devoted exclusively to the association and the sub- 
ject of window display on Euclid Avenue. Members and 
visitors were urged to look at these windows during their 
stay in the city. 


Carl Percy Predicts Great Future for Window Advertising 


Carl Percy, president of Carl Percy, Inc., of New York 
City, a well-known producer of window display advertising, 
gave the final address of the initial morning’s session, his 





Alber’s Villa, Where W. D. A. A. Smoker Was Held 


subject being “Window Display Advertising—the Past and 
the Future.” In part, Mr. Percy said: 

“My viewpoint on window display is due to my belief 
in other forms of advertising. Figuratively speaking there 
is no past. We are on the eve of great progress in win- 
dow display. In the past the show windows were used as 
a place in which to store goods that would not sell. We 
have not advanced in window display as much as we have 
in other forms of advertising. We had a man in our firm 
cover 30,0C0 miles in making a survey. He soon found 
that the dealers do not know whether a window display is 
good or bad. Not a single one was able to tell us whether 
window display is successful or not. The real thing of 
the future is dealer co-operation. Window display must 
intrude itself into people’s thought. It must show how to 
produce business. 

“I talked to the merchandise manager of Lord and 
Taylor’s great store recently, and to talk to him, one would 
think there was no other form of advertising except win- 
dow display, so enthused and interested are they in its 
possibilities. After all, with the lack of study and interest 
in the possibilities, it is no wonder we haven't gone any 
further than we have in window display advertising. There 
is room in this field of endeavor for some good men on 
both sides of the fence. We have REAL circulation. We 
have figures that we would not dare to spring because 
they are too optimistic. I do not believe in displays that 
appeal to Tom, Dick and Harry. My idea is to single 


out some market and make the window displays appeal 
to that particular line. 

“Talk about dealers throwing away window displays! 
There are others that use the same display time and time 
again. My theory is that we must produce better window 
displays. There are too many cheap displays today. We 
do not want to overlook the other forms of advertising— 
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direct mail, magazine, street car, poster and newspaper ad- 
vertising, and our tie-up with it. For instance Eaton, Crane 
& Pike, the stationery manufacturers, sell a box of sta- 
tionery, attached to which is a coupon which the pur- 
chaser can send in to the factory and receive a graphology 
character reading from the handwriting on the coupon. 
They must tear the coupon off to fill it in and send it in 
with one dollar to obtain the reading! These boxes of 
stationery, used in window displays, afford a remarkable 
tie-up with direct mail advertising and show the possi- 
bilities of tie-up in almost every field of endeavor. 

“T believe in display services, but I think, first of all, 
we must get our house in order. We must produce a 
higher type of displays. A program of education is most 
important. Distribution is secondary. For goodness sake, 
let’s cut out buying dealers’ window display space. If 
the big fellows like Colgate’s, the Standard Oil Company, 
and a lot more will get together and refuse to do it, letting 
the little fellow go ahead with his offers of pay, and free 
goods, the dealer will have a higher realization of what 
his window is for.’ Don’t bribe the dealer! We need this 
association, but more than that, business needs us. We 
have a wonderful opportunity. A few years from now at 
least one hundred million dollars will be spent annually on 
window display advertising.” 

Questions were then called for from the floor and many 
inquiries were directed to Mr. Percy on his able paper. 
Chairman Peck then announced that the headquarters of 
the Cleveland Advertising Club, in the basement of the 
Hotel Statler, had been thrown open to the visitors attend- 
ing the convention, and he urged members to take advan- 
tage of the opportunity to visit them. 

John Cornish announced that the window displays at 
301 Euclid Avenue were in readiness to be observed. These 
three displays were installed by Harold J. Huff, display 
manager of the Newman-Stern Company, Cleveland, and 
were very artistic. Mr. Cornish and his staff from the 
Ivanhoe Works of the Miller Company installed the color 
lighting effects, which were very whique and attractive. 
The windows drew very large crowds throughout the con- 
vention, and the show cards, directing the passersby to 
the Hotel Statler, brought many persons to fill the gal- 
leries during the convention sessions. 


Demonstrations Open the Monday Afternoon’s Sessions 


Monday afternoon’s sessions were opened by a series of 
demonstrations on nationally advertised products in two 
demonstration windows, which were erected on the stage 
at one end of the convention hall. The windows were 
furnished for the occasion by A. T. Fischer, president of 
the International Displays Company, Cleveland, who could 
not attend the convention because of a tour of the Orient, 
which he is now participating in. With unusually good 
lighting effects the windows were very attractive. S. Fisher, 
of the Fisher Display Service, Chicago, and president of 
the National Associated Window Display Services, was 
in charge of all the demonstrations and was assisted by a 
number of service men and displaymen. 

H. W. Schulze, of the Hickok Manufacturing Company, 
Rochester, N. Y., was the first speaker, describing the 
methods employed by his company in distributing window 
display advertising, and explaining how they gained the 
co-operation of the dealer on the subject. While Mr. 
Schulze was talking. one of the demonstration windows 
was occupied by J. H. Hilton, of the Merchants’ Display 
Service Company, Akron, Ohio, a co-operative window dis- 
play service for the smaller stores of Akron, working under 
the Merchants Association of that city.. Mr. Hilton in- 
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TWO Organizations in ONE! 


Completely Equipped 
Lithograph Manufacturers to 
Make the Specialty Practical 


Creative Specialists in 
Lithographed Dealer Helps for 
Window and Counter Display 





the battle for more sales. Carrying 

out the idea consistently and con- 
clusively is the other half. Edison once 
said, “It is easier to plan the work than it 
is to work the plan” 


A SOUND advertising idea is only half 


Our success in helping advertisers solve 
their problems for securing dealer co-op- 
eration with their advertising and selling 
plans, is only half due to the creative ele- 
ment in our organization. 


The other half may be credited to what 
is pethaps the most complete plant of its 
type in America. This plant is not only 


Creative 
Organization 


A group of creative thinkers 
who havehadanoutstanding 
part in merchandising na- 
tionallyknown productsand 
directing or advising great 
retail organizations —Spec- 
ializing in dealer co-opera- 
tion — Serving advertisers 
and advertising agencies. 


2 


Complete 


Manufacture 


Art Studios, Lithographic 
Plant, Mounting and Finish- 
ing Departments, Collating, 
Mailing and Shipping Ser- 
vice. 

Complete Window Dis- 
play Campaigns— Counter 
Displays—Shipping and 
Display Containers — Post- 
ers, Display Cards, etc. 


/ 


complete in every respect to produce the 
finest grade of lithography at commer- 
cially sound prices, but: ra 


The plant is particularly designed to 
meet the exacting needs of Dealer Help 
specialties. Quick work, whether on very 
small or very large runs, intelligently con- 
ceived, beautifully executed, at prices based 
on its intrinsic value as practical sales 
material. 


EIN/ON-FREEMAN CO... 


Lithographers specializing in window and counter advertising 
327 EAST 291rn STREET 


~NEW YORK 
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stalled a very attractive display of Hickok belts, buckles 
and’ beltograms, using some of the national advertising 
produced by the company and a series of attractive fixtures 
and devices. The window drew prolonged applause. 

Chairman Peck read a letter from the Association of 
American Advertising Agencies announcing the appoint- 
ment of P. B. Zimmerman, advertising manager of. the 
National Lamp Works, Cleveland, Ohio, as a member of 
their association appointed to “sit in” at the Cleveland 
convention of the W. D. A. A. The letter pledged co- 
operation with the window display organization. 

C. H. Gager, assistant ddvertising manager of the Welch 
Grape Juice Company, of Westfield, N.. Y., next occupied 
the floor, speaking on the methods of distribution em- 
ployed by his company, and, while he was speaking, Leo 
Kaplan, of the Dis-Play-Well Window Decorating Com- 
pany, of New York, installed a display of ,Welch Grape 
Juice. Mr. Kaplan particularly showed the use of crepe 
paper in making effective nationally advertised displays. 
Mr: Gager’s talk was very thorough on the methods of 
distribution by his company, and as his window displays 
are distributed through salesmen and often installed by 
them, he ran the gamut of a rapid fire of questions con- 
tinuing throughout the greater part of an hour. 

John H. Moore, sales promotion manager of the Pro- 
phy-lac-tic Brush Company, of Florence, Mass., spoke 
briefly on the plans followed by his company in distribut- 
ing window display advertising, and S. Fisher, of the 
Fisher Display Service, Chicago, installed a window dis- 
play of the latest Pro-phy-lac-tic window display adver- 
tising, first showing its use without the aid of color and 
crepe paper decoratives, and then showing how color adds 
to the merchandising value of such a window. George 
Strief, Jr., of the Regal Advertising Agency, Cleveland, 
installed a window display of Skinner’s Macaroni and 
Spaghetti to show the use of window display material 
furnished by a manufacturer of nationally advertised food 
products. Other displays for the afternoon were post- 
poned. B. J. Millward, former president of the Inter- 
national Association of Display Men, and now manager 
of the display service conducted by Noyes Brothers and 
Cutler, a wholesale drug firm of St. Paul, Minn., began 
speaking, prior to a proposed demonstration of a Peters 
Chocolate window display. In the midst of his talk, which 
was descriptive of the work of the National Associated 
Window Display Services, a new organization, expects to 
do, Treasurer Frederick L. Wertz objected and asked the 
chair to rule Mr. Millward out of order.- He was ruled 
off the floor with apologies, the association’s officers ex- 
plaining that there is nothing in the way of a sales talk 
or the boosting of any particular line of business or group 


DISPLAY WORLD 


Left, Part of Attractive Panel Exhibits of Window Display Advertising at W. D. A. A. Convention; Right, 
Display Publicizing Convention in Window on Euclid Avenue, Cleveland. 
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permitted by the by-laws and standards of practice of 
the association. 

The National Associated Window Display Services held 
a meeting in the Statler at the same time the W. D. A. A. 
was in progress. The service organization is a group of 
distributors of window displays throughout the country 
and was formed last June at Buffalo. Mr. Millward is 
one of the officers of the organization. 


Arthur Freeman Talks on Display Possibilicies 


Arthur Freeman, president of the Einson-Freeman Com- 
pany, lithographers, of New York City, and chairman of 
the Board of Trustees of the association, spoke on the sub- 
ject, “The Part the W. D. A. A. Can Play in the Game 
of Advertising.” Mr. Freeman said in part: 

“The best brains of the country are used to make up 
the magazine advertisements that we gaze at with in- 
terest every day. The best brains are employed to make 
those magazine advertisements potential. We must put 
in the windows what is put in the magazines. Imagina- 
tion is the final factor in display of any kind. People today 
are more interested in the advertising in the Saturday 
Evening Post than they are in the reading matter. We 
have seen here today three or four window displays. How 
far have they carried to ovr minds these fundamentals— 
frequency of change, sales appeal. Seeing doesn’t mean to 
buy. A displayman recently discussed a window display 
with me, and said he, had on his schedule a window of 
evening clothes and wondered how he was going to make 
it effective. We looked it over after it was finished and 
I called to his mind the fact that the opera was a big 
feature of the city’s society program at that time. I sug- 
gested a pair of opera glasses. a program of the opera, 
three or four opera tickets, and when we were through 
he had the ideas for tieup in that display so effectively 
in his mind that there was no question but that the win- 
dow display would have merchandising value. 

“This association can be: one of the biggest factors in 
the advertising business. It will require effort and study 
and a full understanding of the tremendous potentialities 
of display to make it effective, but it will be done.” 

L. A. Rumsey, secretary of the American Bakers’ Asso- 
ciation, of Chicago, next spoke, Mr. Rumsey stopping off 
at the convention on his return from the bakers’ conven- 
tion at Atlantic City. He said in part: 

“I have just returned from Atlantic City, where we 
had the biggest convention of bakers we have ever held. 
I come to you to invite your co-operation. We have 


‘ sensed the possibilities of window display as one of the 


greatest advertising mediums. Recently we became inter- 
ested in toast and toasters and invaded that field. We 
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found such a tieup between bread and toast that we had 
a great advantage in putting the campaign over. Then 
we found how easily bread could be tied up with other 
food products in producing interesting advertising and win- 
dow displays. The loaf of bread is selling now and 28 
different industries are co-operating with the baking in- 
dustry in advertising. 

“If you follow the cheese ads you will see that cheese 
sandwiches are advertised now. That helps sell bread. To 
carry that. further, we have got to get into the window 
display field more effectively. The bakery industry has 
almost revolutionized the window display program, for 
bakers had not thought so much of, their windows until 
recently. There are 30,000 to 35,000 bakers in the country. 
Not more than one thousand of them are wholesale bakeries. 
The only way the retail baker can get real advertising 
results is through his window displays. The one thousand 
or more wholesalers sell as much as all the retailers put 
together. Their product is sold largely through advertis- 
ing. Some of them are big advertisers—national adver- 
tisers. Now it is geeting to the point where grocers and 
others who sell food products are seeking the co-operation 
of that wholesaler and actually appealing to him to send 
men to his store to trim the windows with displays of the 
wholesale baker’s products or advertising. That shows the 
field is just beginning to develop. We need your help.” 

Those attending the convention boarded busses at the 
Hotel Statler Monday night and rode seventeen miles out 
of the city to Alber’s Villa, where an elaborate dinner 
and smoker was enjoyed. Music was furnished by the 
Seven Musical Magpies, one of the popular orchestras 
playing on the radio out of Cleveland and consisting of 
seven negroes, who proved themselves remarkable singers 
as well as musicians. Other entertainment was furnished 
by Phil Barker, Scotch comedian. of Cleveland. Com- 
munity singing was indulged in. but there were no speakers 
or business sessions at the smoker. 


J. T. Northrop’s Address One of High Lights of Convention 


The second day of the convention found C. T. Fair- 
banks. vice-president of the association. in the chair. Mr. 
Fairbanks. after calling the convention to order, asked 
C. S. Clark. chairman of the Membership Committee, to 
make a report on behalf of that committee regarding new 
members. Mr. Clark invited the membership of those at- 
tending the convention who had not yet affiliated with the 
organization. Four responded. 
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J. T Northrop. advertising manager of the Smith-Win- 
chester Company, a retail hardware store in Jackson, 
Mich., was the first speaker of the morning, and his aa- 
dress drew more comment than any of those delivered 
at the convention. Mr. Northrop’s subject was “The Small 
City Dealer’s Viewpoint of Window Display.” Mr. North- 
rop said in part: 

“No doubt what the national advertiser and the lithog- 
rapher want to know is what the average retailer uses out 
of the material sent him. We yse very little. The re- 
tailer, particularly in the small city, is forced to think of 


what he HAS to move, rather than just one thing.” Mr. 


Northrop then told of the success of the joint window 
display night and fall opening in Jackson, Mich., and how 
it was advertised in the newspapers. 

“Why not advertise window displays?” Mr. Northrop 
continued. “Why not say, ‘Go window shopping tonight.’ 
The effect of window display will be far more reaching if 
we do something to complete the tieup. Some of the 
national advertisers notify the dealers when they are 
planning to run magazine advertising and thus the tieup 
can be made effective. Everyone is educating the dealer. 
Why not suggest something to educate the national adver- 
tiser? What is the retail mind? We've got to fight 
harder than ever when times get bad. We’ve got to sell 
goods. Turnover is the most important issue of all to 
the small town merchant. . 

“In a golf window display, instead of a mere cutout 
or two, I placed two life-like wax figures in the back- 
ground, with grass mats and other realistic accessories to 
make up a real display. That window was left in position 
for two weeks. In a town of only 60,000 population that 
window sold 1,600 Macgregor golf clubs in the length of 
time it was in position! My advice to the national adver- 
tiser is to hunt up a good displayman and attach him 
to your organization. The suggestions for window trims 
he will provide for your dealers will alone prove his worth. 
Salesmen give me many suggestions of window displays 
they observe in other cities. That’s another method 
through which the national advertiser can get direct to 
the displaymen. Have your salesmen tell them what they 
have observed elsewhere. Cut-outs showing a, figure in 
action are the best to use in the larger window displays. 
Get action into your display material. Investigate sales 
plans. Then there is the merchandising service of news- 
papers throughout the country. It is certain in the smaller 
cities that the tieup with the newspaper is most valuable. 


a ies re tan 


Demonstrations at W. D. A. A. Convention—Left, Display of Hickok Belts by J. H. Hilton, of Merchants’ Dits- 
play Service, Akron, Ohio; Right, Display of Zonite by S. Fisher, of Fisher Display Service, Chicago, Illinois. 
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Nearly all of them closely co-operate with the dealer by 
advising him when national advertising is to be run and 
urging him to install a window display during that period. 
Many of them go so far as to actually install these dis- 
plays for the dealer, completing the tieup effectively.” 

“The Important Phases of Window Display” were effec- 
tively set forth by J. Duncan Williams, window display. 
specialist, of Chicago, in an address which wound up 
the morning session of the convention. Mr. Williams out- 
lined the various essentials in good window displays and 
tied them up with the possibilities of national advertising 
in such a way that his hearers were much impressed. A 
demonstration display of Zonite was installed by S. Fisher, 
of the Fisher Display Service, Chicago, in one of the 
demonstration windows, and while he was working Mr. 
Phillips Kimball, general manager of the Zonite Products 
Corporation, of New York City, addressed the assembly, 
giving an outline of the plans followed by his company in 
obtaining co-operation of the dealers and securing window 
dispjays. 


Entire Delegation Goes to Nela Park for Afternoon Meeting 


Shortly after noon the entire delegation left in busses 
for Nela Park, the big plant and laboratories of the 
National Lamp Works of the General Electric Company. 
Following luncheon in the cafeteria of the plant, the dele- 
gates assembled in the Nela School of Lighting, where 
Arthur Freeman, chairman of the Board of Trustees, acted 
as chairman of the afternoon’s meeting. Joseph M. Kraus, 
advertising manager of A. Stein & Company, of Chicago, 
manufacturers of Paris and Hickory Garters, was first in- 
troduced and explained in detail the methods employed 
by his company in securing distribution and installation of 
their window display material and how they had overcome 
the feeling that garters were such a small part of a dealer’s 
stock that it was difficult to give adequate display space 
to the subject. He gave figures to show the advance that 
had been taken by displays for his company up to the 
remarkable achievement of 20,000 displays installed this 
vear. 

P. B. Zimmerman, manager of the department of pub- 
licity of the National Lamp Works, was introduced and 
gave the address of welcome to Nela Park on behalf of 
the company he represents. He also spoke in his official 
capacity as the representative of the American Association 
of National Advertisers. He said he believed the producer 
and user of window displays should be kept together in 
one organization, such as was being accomplished by the 
Window Display Advertising Association. 

A. S. Turner, Jr., of the lighting service department, 
Edison Lamp Works, Harrison, N. J., and charman of the 
Lighting Committee of the Window Display Advertising 
Association, gave an interesting address on “Proper Win- 
dow Illumination and What It Means to the National Ad- 
vertiser.” Mr. Turner illustrated his address with a series 
of very interesting charts, in which he clearly depicted 
the effect of good illumination on window displays of any 
product, and explained how this would be even more 
effective on a window display of some nationally adver- 
tised product. Mr. Turner dwelt at some length on the 
interesting tests made by the Edison Lamp Works at 
Kingston, N. Y., recently. In this he said: 

“In the retail district of Kingston, N. Y., which is an 
average small city, only 35 per cent. of the people traveled 
the east side of the main street after dark, and only 7.2 
per cent. of these stopped to look in the windows. Mer- 
chants on that side of the street felt slighted until illumi- 
nation specialists proved they could shift the crowds. They 
chose four windows with ordinary displays, installed better 
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lighting, and here is what happened—during the following 
two weeks 60 per cent. of the people on the street used 
the east side, and 62 per cent. of these stopped to examine 
the goods on display. 

“We can learn a lot from the theatrical field. The dis- 
play manager has the same thing to deal with in the win- 
dows as the stage manager of the theater. We can do 
exactly the same thing in making the eye of the passerby 
travel the way the light goes. The three most important 
factors in any display illumination are—intensity, color and 
motion. Here is a plan for lighting show windows to in- 
sure the attractive illumination that makes sales: Use 
100 or 150-watt lamps in any goodeshow window, spaced 
12 inches apart back of the window glass. For extra high 
ceilings use the next larger size lamps. For windows more 
then ten feet deep, put in two rows of lamps. Recom- 
mend this plan to the dealers or the stores with which 
you come in contact. It will raise the standard of their 
windows. It will increase their profits and yours.” 

The principal points in Mr. Turner’s address were 
printed on cards, which were distributed to the delegates 
following his talk, together with a diagram showing the 
results of the tests in Kingston, N. Y. 

Following the address of Mr. Turner, the chairman in- 
troduced M. Steurooc, of the Nela School of Lighting, who 
proceeded with a series of startling demonstrations on 
lighting. At one end of the hall a large demonstration 
window was unveiled, and the various lighting effects 
which could be employed were explained as the demon- 
stration progressed. Mr. Steurooc wound up his address 
with demonstrations of interior and store lighting, employ- 
ing all the unique devices of the present day. The dele- 
gates were then divided into two sections, one being taken 
throughout the Nela School of Lighting, the other being 
taken to the lighting research laboratories, where a com- 
plete electrical store, including the show window, gave the 
delegates many unusual ideas on illumination. The two 
delegations were then exchanged between the school of 
lighting and the laboratory and mobilized at the Sales 
Camp in a remote corner of the Nela Park grounds for 
the round table session. 


Round Table Discussion Proves To Be Interesting 


Led by Arthur Freeman as chairman, the round table 
discussion proved one of the interesting features of the 
convention. Grouped around a table in front of a fireplace 
in which a log fire blazed away merrily, the delegates pre- 
sented their questions rapidly. Each man was confined 
to one question, being given two minutes to present’ the 
question and allowing three minutes for the answer. Some 
of the questions and answers were: 

“Why does a window dresser always rub the pin in 
his hair before inserting it in the display?” The answers 
proved that this was for the purpose of attracting elec- 
tricity, which makes the pin easier to handle in quickly in- 
serting it into the display material. 

“Ought the retailer to pay all or part of the cost of 
window displays of nationally advertised products?” Mr. 
Zimmerman, of the National Lamp Works, said the dealer 
was glad to pay a part of the expense because he obtained 
service by it. Mr. Northrop declared that the advertiser 
had to have something pretty good to put a charge over 
on the dealer. Mr. Freeman cited a hardware display in 
which some retailers pay $50 per year for the service. 

“Can an article the dealer considers insignificant justify 
the use of a complete window?” Mr. Percy cited some 
instances where there was added sales volume by such use. 
Mr. Rittenhouse, of the United States Printing & Litho- 
graph Company, cited several examples in the affirmative, 
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New Officers of W. D. A, A.—Center, Edwin L. Andre 
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zw, East Pittsburgh, Pa., President; Left, C. T. Fairbanks, 


Chicago, Ill., Vice-President; Right, Frederick L. Wertz, New York City, Secretary-Treasurer. 


and ‘Mr. Freeman told of the Beauty Week’ conducted by 
the Woolworth Stores to boost the sales of powder puffs 
and how exclusive displays. of these powder puffs were used 
in the windows of 1,200 stores in one week. 

The question of name plates brought extended discus- 
sion. Mr. O. B. Capelle, of the Apex Electrical Distributing 
Company, wanted to know if anything could be done to 
prevent dealers from erasing name plates from advertising 
displayed. Mr. Andrew, of Westinghouse, suggested plac- 
ing the name on the base in a manner in which it could 
not be erased, although, he stated, the figure of a small 
boy produced by his company had been used repeatedly 
by covering up the name on the base. Many other ex- 
amples were cited. 

“Which is the most effective display, window or 
counter?” drew prolonged discussion. _H. W. Fortey, of 
the Climalene Company, Canton, Ohio, said that if the 
advertiser produced something good he can invariably get 
it on the counter. Mr. Strief, of the Regal Advertising 
Agency, Cleveland, cited the case of the Borden Company, 
in which window and counter displays were tied up to- 
gether so effectively that. both were used. Mr. Kraus, of 
A. Stein & Company, cited one case in which a tie-up of 
window and counter displays resulted in the sale of 5,000 
pairs of garters in one storé.on-a single Saturday. 

“What is the value of carrier cartons of the display 
type?” . The merchandising value of this was explained 
generally in the replies. The consensus of opinion was that 
the carton had to be distinctive or attractive and must be 
linked up with the remainder of the display in such a way 
that its use is attractive. 

“What do you do for those dealers who want display 
service but don’t know how to get'it?” This was answered 
by B. J. Millward. of Noyes Brothers & Cutler, St. Paul, who 
declared that the manufacturers have not Leen-sending out 
display material’ as they should with proper instructions on 
its use. Too many displays, he said, were not properly in- 
stalled. He cited the fact that there-are 40 or 50 display 
services in the country that can give the dealer the service 
of installation, but that. these did not cover many of the 
smaller cities. J. T, Northrop, of Jackson, Mich., said 
that: practically: every city of 35,000 population -and over 
has a show card and window display service, where former 
displaymen are doing. free lance work and where ‘either 
the dealer or national advertiser: can obtain this service 
efficiently. Mr. Freeman explained that one of the big 
features of the future in display. work was a national dis- 
play ‘service organization that would reach into. each city, 
no matter how small, and give the dealer the displays he 
wishes. The foundation of this, he declared, laid in the 
organization of the National Associated Window Display 
Services. ats 1 

Following the round table the delegates were enter- 


tained for a half hour in the Historical Room at Nela Park, 
where all phases of lighting were depicted by relics from 
the ancient to the modern days. A very interesting exhibit 
of war relics was one of the features of the historical 
rooms. From here the visitors were led to the Nela Park 
Cafe for the annual banquet, which was presided over by 
Doctor F. H. Peck, president of the association, Entertain- 
ment was provided by the Cleveland committee in the form 
of Mutchler’s Singing Orchestra and two Cleveland young 
women, who are featured singers on the radio. Andrew 
W. Murdison, one of the members of the W. D. A. A. from 
Buffalo, who is widely known in the display field as 
“Scotty.” produced some. Scotch comedy that kept the 
crowd roaring. Mr. Murdison is the possessor of a re- 
markable voice and greatly, pleased his listeners. 

“The Use of Emotional Appeal in Merchandising” was 
the subject of an eloquent address by Martin L. Pierce, 
merchandising and research expert of the Hoover Com- 
pany, North Canton, Ohio. The address by Mr. Pierce 
fixed firmly on the minds of the delegates the fact that 
by appealing to the emotions of the human mind, through 
proper window and store display, the sale of merchandise 
comes almost automatically. He cited dozens of examples 
of slogans employed by national advertisers and showed 
how these appeal to the emotions of the public. 

“Light as an Expressive Medium” was the subject of 
an illustrated address by M. Luckiesh, director of lighting, 
Research Laboratories, National Lamp Works. Proving 
himself a master of the subject of lighting, and showing 
how it has progressed from the early ages, Mr. Luckiesh 
concluded by having thrown on the screen a series of 
demonstrations of mobile lighting, which proved exception- 
ally interesting. Various patterns were shown, it being ex- 
plained that these, merging one into the other, would con- 
tinue without repeating a single design for twenty-six 
hours. The secret of this new lighting arrangement is 
known only to those connected with the laboratories, but 
the system promises to become quite interesting and popu- 
lar with theatrical and stage work. 

At the conclusion of the banquet the delegates were 
led to the lecture room, where a pre-view showing of the 


‘motion picture feature, “The Navigator,” with Buster Kea- 


ton, the famous comedian, completed a.long day’s pro- 
gram. This clever comedy film was shown the delegates 
through the kindness of one of the. members of the Win- 
dow Display Advertising Association—-the Metro-Goldwyn 
Corporation—which was represented at the convention by 


‘Mr. Charles C. Deardourff, exploitation“director for north- 


ern Ohio, who has offices in Cleveland. © 
Final Day’s Session Exceptionally Busy One 


There was not a ‘moment lost in calling the convention 
to order on Wednesday morning, October 1, to enable the 
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What Window Display Sold 
the Most Merchandise in 1924? 


This Will Be Made Known Through the Greatest Window Display Merchandising Contest in 
the History of the Country Conducted by the Service Bureau of The DISPLAY WORLD. 


Winners Will Be Reproduced in the Second Annual Display Review of The DISPLAY WORLD 
for January, 1925. 
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These Beautiful Trophy 
Cups Will Be Awarded 
the Following Displays 











One to the display director of the retail store of One to the display director of the retail store of 
the United States who produced a window display the United States who produced a window display, 
that proved to have the greatest merchandising using nationally advertised products and national 
value in actual volume of sales inside the store, trace- advertising material that proved to have the greatest 
able to the window. This must have been a display merchandising value in, point of sales inside the 
without dealer-helps or national advertising material. store, traceable to the window. 


The window must have appeared in public view between January 1, 1924, and December 1, 1924, 
and all photographs, descriptive matter and data, including affidavits on sales made, must be in 
the hands of The DISPLAY WORLD Service Bureau not later than midnight, December 15, 1924. 
THE PHOTOS AND DATA ARE ALREADY POURING IN! SEND YOURS NOW! 


FOR INFORMATION ADDRESS: 
THE DISPLAY WORLD SERVICE BUREAU 1209 Sycamore St., Cincinnati; Ohio 
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delegates to absorb an unusually busy day’s program. The 
sessions Wednesday were held in a large meeting room 
directly adjacent to the ball room, which was prepared for 
the joint luncheon with the advertising club at noon. 
Joseph M. Kraus, advertising manager of A. Stein & Com- 
pany, Chicago, was the first spcaker at the Wednesday 
morning session, and his address was one of the outstand- 
ing features of the convention. The subject of the talk 
delivered by Mr. Kraus was “The National Advertiser’s 
Viewpoint of Window Display.” In part, he said: 

“I wish to refute the statement on one of the panels 
in your exhibit hall that there is 80 per cent. waste in the 
use of window display material. It is not so. Do you 
hear anyone say anything about waste in newspaper ad- 
vertising? The newspapers spend thousands of dollars on 
market reports, sporting news and other news features. 
Advertising is a secondary consideration, yet there is no 
waste in newspaper advertising. 
~ “Of course, we want to reduce the waste, but this is 
not the most important part of our work. I have written 
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Where W. D. A. A. Spent One-Half Day of Convention 


many national advertisers for expressions that will pro- 
vide me with the viewpoint of that particular important 
branch of advertising, and I find the most important sub- 
ject of all is to make the displays pay. There is no doubt 
but that window displays pay the national advertiser. Here, 
for instance, is a book published by A. Stein & Company 
for the purpose of giving the dealer suggestions for mer- 
chandising plans and data that will enable him to efficiently 
handle the many subjects that go to make up the turnover 
of some particular product. You will observe that the 
very first pages of this book are devoted to window dis- 
plays—to photographs and suggestions for displays. That’s 
what we think of the subject! 

“It is just as important to get the salesman sold on 
the idea of window displays as it is on the sale of the 
goods. The salesman should in turn sell the dealer on 
the idea of window displays just. as much as he sells him 
on merchandise. I want to give all praise possible to Mr. 
Northrop for his address yesterday on the retailer’s view- 
point. I wish I could sit in a meeting and hear one retailer 
after another tell us where we are wrong. The newspapers 
tell the dealers to tie-up with the national advertising by 
the use of window displays. They know this enhances the 
value of the newspaper advertising and they know it brings 
new customers into the dealer’s store. The lithographers 
could have a service organization within their organiza- 
tion to provide a service for national advertisers on win- 
dow displays. There is no question but that window dis- 
play weaves a web of romance around our lives.” 

Mr. Kraus closed his address by reciting the “Seven 
Ages of Window Display,” in which he proved that human 
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interest and romance play an important part in window 
displays. The seven ages, he classified as: The infant, the 
schoolgirl, the lover, the soldier, the justice, the declining 
age and the last age. 

John V. Horr, vice-president of the Manufacturers’ Dis- 
play Service Corporation, of Chicago, who was in charge 
of the many exhibits of panels during the convention, ex- 
pressed his sincere thanks to those who had been kind 
enough to send panels and participate in this very interest- 
ing part of the program. Throughout the three days the 
exhibit hall was thronged at all times, some of the panels 
approaching the highest degree of art work. 

Edwin L. Andrew, assistant to the manager, department 
of publicity, Westinghouse Electric & Manufacturing Com- 
pany, East Pittsburgh. Pa., was the next speaker of the 
morning session and spoke briefly on “Admission of the 
Window Display Advertising Association to the Associated 
Advertising Clubs of the World as a Departmental.” Mr. 
Andrew told of the steps taken to bring about the admis- 
sion of the W. D. A. A. to the Associated Ad Clubs move- 
ment as a departmental and urged members to use the 
word “departmental” as being official, He urged that the 
W. D. A. A. be represented at the Houston convention of 
the Associated Advertising Clubs of the World in May by 
departmental meetings, and, if possible, an exhibit. He 
urged that the association consider as a thesis the fact 
that no display be considered by the national advertiser at 
any time unless he consider it in connection with the other 
forms of advertising that are related so closely to it. 

R. O. Eastman, the famous research expert, of Cleveland, 
spoke on “What the W. D. A. A. Can Accomplish by Re- 
search Work,” closing the Wednesday morning session. 
Mr. Eastman in his opening remarks asked the national 
advertisers in the audience to stand, and, in turn, invited 
the producers of window display advertising to arise, in 
order to show the representation at the meeting. At this 
particular session the crowd was about evenly divided. In 
part, Mr. Eastman said: 

In thinking over the subject assigned me, I am forced 
to say, What can the Window Display Advertising Asso- 
ciation accomplish WITHOUT research work? This is a 
new association. Its future depends on not what it is, but 
what it does. The greatest need in this association is a 
more intelligent understanding of the subject which you 
are studying. What is windoow display? It is the front 
cover position in the greatest medium of merchandising. 


It has been the most abused medium in all advertising. . 


There has been more waste in window displays than any 
other medium. There has been some waste in displays 
sent to dealers.. But there has been more waste in the 
failure to make the display material effective. Then there 
is a very mean waste—the destructive competition of the 
window display workers. The association must establish 
a code of ethics of common decency. No man should be 
permitted to jerk out a competitor’s window display in 
order to install his own. 

“Another waste is in the over-ordering of materials. 
Research will lead you into more intelligent buying, sell- 
ing and use. Some things the association needs as I see it 
are: First, definite experiences of the various users of 
window display advertising; second, abolition of the 
tendency to pay for window display space, where the dealer 
requires that such space be paid for; third, elimination of 
high costs, where some waste may be acquired because 
the cost may be higher than necessary; fourth, a set of 
standards of practice that must be adhered to. Windows 
must pay and they cannot be made to do so without the 
definite co-operation of the sales department.” 

Arthur Freeman, chairman of the Board of Trustees. 
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Retailers --- Displaymen --- National Advertisers 
At Last the Problem of Show Card Holders is Solved 


A practical and effective solution for the display of 
show cards in our SEL-EZY and AUTOCRAT lines of 
show card holders. Entirely new and different. Will 
hold tight and rigid any card from the size of a price 
ticket to the size of your display window. The large 
fixtures also can be used to display merchandise at- 
tached to heavy cards, beaverboard, fibre or tin. Many 
unique features and uses. 


silent salesmen to assist in the proper display of show 
cards and merchandise. Now in use by some of the 
largest stores and by national advertisers as dealer 
helps. 

Take advantage now of our SPECIAL INTRODUC- 
TORY OFFER to judge their quality and usefulness. 
You may return the goods prepaid if not satisfactory 
and your money will be refunded. Some territory still 
open for live agents. Write for catalogue. . 


Keep abreast of the times by using these up-to-date 


+01: 


Upper Row the AUTOCRAT LINE—Lower Row the SEL-EZY Line. 


SPECIAL INTRODUCTORY prri—to prove tie profitable uses. ST ST ea a ee ee ee 
of these card holders we offer for a limited time only the complete Fixture Sales Co., Dept. D. W., Charlotte, N. C. 
ee oy =— which retail at $12.00, at the SPECIAL Enclosed find money order for $9.00 for which send 
PRI 0 .00, postpaid. : — 3 

ae . at once, postpaid, the SPECIAL INTRODUCTORY 


FIXTURE SALES CO. ) ASSORTMENT. 


CHARLOTTE, N. CAR. 
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SILK PLUSHES 
Widths—24”, 36”, 50” 
32 Colors 


SILK VELOURS % 
Width—50” = 
24 Colors KS 


NEW YORK OFFICE 


50 Union Square 
(N. E. Corner 4th Ave, and 17th St.) 


CHICAGO OFFICE - 
209 South State Street, 
Republic Bldg. 
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arose at the completion of Mr. Eastman’s address and 
asked the floor for two minutes to pay a tribute to the 
work of the secretary’s office in the organization for the 
past six months. Mr. Freeman said: 

“There is no man who has accomplished more for the 
association or worked so untiringly and faithfully because 
of the splendid co-operation of his employers and asso- 
ciates in The DISPLAY WORLD than Mr. Steen, and I 
think all the members should be acquainted at this time 
with the splendid work he has accomplished, for I know 
we all appreciate it and it has made such a wonderful 
convention as this possible.” 

A great demonstration followed Mr. Freeman’s remarks, 
the entire audience standing and applauding. Mr. Steen 
responded by saying: 

“This demonstration is certainly appreciated. I am 
almost overwhelmed by the outburst of enthusiasm, and 
the little part that I have played in making the organiza- 
tion and this convention the success they have been is due 
to my intense interest in the subject of window display 
advertising, and both myself and my associates on The 
DISPLAY WORLD are anxious at all times to do any- 
thing for the betterment of window display in general. 
This association, and my work as secretary, however, have 
consumed almost 70 per cent. of my time, greatly inter- 
fering with my work as editor of The DISPLAY WORLD, 
and I do not feel that I can continue as secretary under 
the stress and pressure of work, so my resignation must 
be accepted at the close of this convention. However, I 
am willing to do anything I can at any time for the 
benefit and advancement of the association.” 


Joint Luncheon With Cleveland Ad Club Attracts Crowd 


The joint luncheon with the Cleveland Advertising Club 
followed in the big ball room of the Hotel Statler. More 
than 500 persons participated in this luncheon, and the 
galleries were well filled with spectators. President Peck, 
of the W. D. A. A., was first called upon to explain the 
aims and objects of the association. 

Henry Turner Bailey, dean of the Cleveland School of 
Art, was the speaker for the occasion. Doctor Bailey’s 
address, “The Temptation of Buyers,” closely followed the 
title and was extremely interesting and humorous. He said 
in part: 

“The temptation of the buyer means in America, the 
temptation of women. It is a fine art. In fact, it might 
be said to be a devilishly fine art. The devil is not only 
the first advocate of window display, but he is a past 
master in the art. The story of Adam and Eve unfolds the 
attraction through the eye that is today depicted through 
window display. In those days the woman ‘shopped’ for 
her husband. Displaymen have become great artists.” 
Doctor Bailey then paid a great tribute to Antonio Bene- 
duccio, display manager for the Linder Company, of Cleve- 
land, whom he said was the greatest window artist in 
Cleveland. He based his further discussion on the interview 
he had with Mr. Beneduccio on window display. Con- 
tinuing, he said: 

“One of the most important factors in window display 
is to display a few of the best things only. The American 
ideal is to produce that which is most effective in winning 
people to come into the store. There is only one case in 
which you can not have too elaborate a frame, and that 
is the mirror. If your background is more attractive than 
your goods, that is bad- art. In the wax figures usually 


the face, the hand, the posture are more attractive than the 
dress displayed on that figure. You must eliminate every- 
thing that will detract from the goods displayed. Realistic 
details are valuable, such as the ash tray, the half-burned 
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cigar, and the overturned magazine in the library that may 
be transferred to the window for the time being, but atten- 
tion is often thus directed to the wrong place in the dis- 
play. 

“The appeal must be made primarily through color. 
There is only one thing more attractive than color and 
that is life itself. The next most important thing is mo- 
tion—something movable. The combinations must leave 
such an impression that the person must be predisposed 
toward your goods. The appeal exists not only through 
color, but arrangement. You wouldn’t display a pair of 
shoes heels first in the window, but you would present it 
in such a way so the position of the shoes would show 
their qualities in the best possible way to attract the buyer 
Even such a filmy object as a camiesole can be arranged 





Seven Musical Magpies the Outstanding Entertainment 
Feature of W. D. A. A. Convention. 


in a window so finely, so daintily, that it has an appeal. 
Would it look right on a clothes line, held up by a couple 
of clothes pins? 

“Tt is always better to have a group display to make 
your attention better, but that group should be effective. 
Label your display effectively. Don’t label it so that you 
have to play ‘hop-scotch’ in order to take it all in. Your 
labels must be used with discretion. They must be a part 
of the color harmony and arrangement. The label must 
not jump at you, but be so harmonized with the remainder 
of the display that the eye finds it when it wants it. I 
should say that ordinarily there should be no prices in 
the window. Keep the window fresh. A’ window should 
stay in position for some things only one day. for other 
things two days, but never over two or three days. Win- 
dow display should lead the public in the direction which 
it ought. to go, gradually. Every time the merchant adver- 
tises he should advertise a little ahead of his public, but 
he cannot get ahead too far at one time. It is your busi- 
ness to tempt your buyer up, not down. It pays.” 

At the conclusion of Doctor Bailey’s address the chair- 
man of the Ad Club meeting remarked that one of the 
greatest advertisers of all time was named “Barnum,” and 
that his partner and “side-kick” was “Bailey.” This drew 
quite a demonstration from the audience, which stood and 
applauded the speaker. 


Final Session of Convention Is Devoted to Business 


The convention then repaired back to the meeting hall 
for the final session, which was largely devoted to business. 
Earle Pearson, head of the Educational Department ot 
the Associated Advertising Clubs of the World, from New 
York, invited the co-operation of the W. D. A. A. in a 
short address, in the form of a contribution of not less 
than $250 to the budget of the Associated Ad Clubs for 
the forthcoming year, and urged the association to par- 
ticipate in the Houston convention in May. The matter 
of an appropriation, on motion, was referred to the Board 
of Trustees. : 

The report of the Research and Survey Commission of 















ten- 
dis- 


lor, 
and 
mo- 
ave 
sed 
ugh 


it it 
10W 
yel 
ged 


ent 


eal. 
iple 


ake 
ive. 
you 
our 
yart 
lust 
der 


in 
yuld 
her 
Jin- 
lich 
yer- 
but 


LiSi- 


air- 
the 
and 
rew 
and 


hall 
ess. 

of 
lew 
1a 
less 
for 
ar- 
‘ter 
ard 


of 





October, 2026. THE DISPLAY WORLD 






45 





The Art of the Decorator 
Revels in Sol Fabrics 


Big store decorators are now using reasonable 
Sol Satine for original, striking, selling effects in 
their window displays. A background of rich Sol 
Satine catches the eye, and sets off articles shown 
against it. 


The beautiful, soft sheen and lustre, the won- 
derful shades and colors—36 in all—give unrivaled 
opportunities. Send for samples. 


S. M. HEXTER & CO. 


Sole Owners 
CLEVELAND, OHIO 


New York Show Rooms 
1140 Broadway 





7 a aN 


SATINE 


REG. US PAT. OFF, 


BRIGHT AS THE SUN 
WEARS FOR EVER | 
































DIGNIFIED 


Attention Getting 


DISPLAYS 


With These 
Imported Goods You Can 
Make a “BETTER” Display 


VELOUR PAPER—Imported, in 15 shades, 41-inch 
rolls, 11 yards long. 

SILVERED FOIL No. 7—Soft and pliable, 12 x23 
inches. 

COLORED FOIL—Soft and pliable, 9 colors, 
12 x 25 inches. 

SILVERED FOIL No. 18 — Hard and brilliant, 
9x 21 inches. 

TINSEL RIBBONS—%”, 4”, %” and %” wide. 

SILK WOOL—Red, green, pink, purple, light blue, 
white, orange and black. ; 

FANCY FIGURES—For all holidays. 

FLOWERS—For Easter and Christmas. 

GOLD AND SILVER PAPERS—In sheets and 
rolls. 

BATIK PAPERS—In sheets and rolls. 

NATURE PAPER —In sheets and rolls, red, green, 


TO MOVE YOUR GOODS 


from your Dealers’ shelves 


Electrically Illuminated 


Rich in dignified colors 
GET 100% USE 


purple. Your dealer can’t throw 
FOIL OR TINSEL PAPER—In 10 shades, for them away 
floats, etc. : 
COMPOSITION LEAF—5%%” and 6” square. 
GOLD PAPER LACE STRIPS—1%”, 2” and 24%” ® 
wide. 
MOTHER-OF-PEARL PAPER. 
FANCY TISSUES—In floral effects. 


Karl Pauli Corporation 
454 BROOME ST., NEW YORK CITY 
Phone Canal 1402 


They Command Respect 
CREATE CONFIDENCE 
THEY SELL YOUR GOODS 
Let Us Show You How! 


wuMAC+}>im1 SOUOZ== 


Inexpensively Planned 


CORPORATION 














ANIMATED PRODUCTS | 





I9 W. 27" St. NewYork. | 
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the Association, of which.A. T. Fischer, of the Interna- 
tional Displays Company, Cleveland, is chairman, was next 
presented. This report, which was detailed in the Septem- 
ber issue of The DISPLAY WORLD, made several recom- 
mendations and it was announced that it would be made 
a part of the official record of the convention, which is to 
be published by the association, 

Resolutions thanking the city manager of Cleveland for 
his address and the entertainment provided by the city 
during the convention; to N. W..Townsend and the mem- 
bers of the Convention Committee on Arrangements for the 
unusually interesting convention; to the Cleveland news- 
papers and daily press; the officials of the National Lamp 
Works; the publicity director of the convention, Donald 
C. Dougherty, and the Hotel Statler were adopted by the 
unanimous vote of the delegates. A committee, consisting 
of Mr. P. W. Murphy, of Cleveland, as chairman; Mr. C. 
T. Fairbanks, of Chicago, and Mr. A. S. Turner, Jr., of 
Harrison, N. J., was appointed to adopt an official emblem 
or design for the association. The publication of the com- 
plete convention report was referred by motion to the 
Board of Trustees, which announced, following the busi- 
ness meeting, that such a report would be published. 

The following resolution, presented by H. W. Schulze, 
of the Hickok Manufacturing Company, Rochester, N. Y., 
was adopted: 

“Resolved, That the Window Display Advertising Asso- 
ciation conduct a departmental at the convention of the 
Associated Advertising Clubs of the World at Houston, 
Texas, the week of May 10, 1925, and that in addition to 
the window display advertising group sessions that may 


be held at that time, participate in the exhibits and other 
features of this convention. 


“Further, Be It Resolved, That the president of the 
Window Display Advertising Association appoint a com- 
mittee of not less than five members to make arrangements 
for participation in the Houston convention, and that this 
committee be empowered to handle all the details of such 
participation, making such arrangements as may be neces- 
sary with the officers of the Associated Advertising Clubs 
of the World.” 


Mr. Schulze’s resolution was unanimously adopted, the 
details for participation in the Houston convention being 
left to the Board of Trustees of the association. 

Reports of the standing committees were then received 
and read into the records of the association. The report 
of the treasurer, F. L. Wertz, showed $3,035 collected by 
the association, of which $510 was in underwriting seven 
memberships ; 60 voting memberships at $1,625, and 60 asso- 
ciate memberships at $900. Of the $3,035, the treasurer 
reported a balance on hand of $607.66. 


The fiscal year of the association was fixed as begin- 
ning October 1, 1924, bills to be sent out by the secretary 
for yearly dues beginning October 1, 1924, giving members 
who have paid for a longer period a rebate on their dues 
for such amount as paid to October 1, 1924. A long dis- 
cussion followed over the question of raising the dues of 
the association, and this matter was finally left with the 
Board of Trustees. The “Lighting and Fixture” Committee 
requested that the word “fixture” be omitted from the 
title of this committee and the request was complied with. 

The Nominating Committee reported the following nomi- 
nations for the Board of Trustees: Arthur Freeman, New 
York City; Frank H. Peck, New York City; Miller Mun- 
son, Chicago; Joseph M. Kraus, Chicago, and P. W. Mur- 
phy, Cleveland, Ohio. The entire board was promptly 
elected, the only member endeavoring to retire, Doctor 
F. H. Peck, who explained that not being longer a national 
advertiser he did not think he was eligible, being voted 
down, and the election was made unanimous. 

A spirited discussion followed on selection of the place 
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for holding the 1925 convention of the association. A huge 
file of invitations was presented by the secretary, and 
Vice-President Fairbanks, who was in the chair in the 
absence of Doctor Peck, who was with the Board of Trus- 
tees in session, asked the secretary to advise which city 
offered the best inducements. The secretary responded by 
displaying the letters from the Detroit Convention and 
Tourist Bureau, showing that Detroit even offered to assist 
in enrolling members for the association and building up 
a local organization. Detroit was vigorously opposed by 
Doctor Peck, who came back into the room, and then 
Chicago’s invitation was presented, so that in the midst 
of a hot discussion, a motion was carried to refer decision 
on the 1925 meeting place to the Convention Committee 
of the association, which will be appointed by the new 
president. 

The following cities extended invitations for the next 
meeting: Detroit, Mich.; Chicago, Ill.; Mackinac Island, 
Mich.; Los Angeles, Cal.; Atlantic City, N. J.; Winona 
Lake, Ind.; Akron, Ohio; St. Louis, Mo.; New York City; 
Cedar Point, Ohio, and several others. 

The report of the Board of Trustees announced the 
election of the following officers of the association for the 
next fiscal year: 

President, Edwin L. Andrew, of the Westinghouse Elec- 
tric & Manufacturing Company, East Pittsburgh, Pa.; vice- 
president, C. T. Fairbanks, of the Edwards & Deutsch 
Lithograph Manufacturing Company, Chicago; secretary 
and treasurer, Frederick L. Wertz, New York City. 

Addresses by the newly elected officers were then called 
for and this concluded the convention. Mr. Andrew, the 
new president has been very active in the Direct Mail 
Association, on the committee in Pittsburgh, entertaining 
that convention the latter part of October. 

The convention adjourned at 5:30 o’clock Wednesday 
afternoon, October 1, after a three-days’ session which 
was generally conceded as not having a dull moment. 





COMMITTEES OF I. A. D. M. FOR 1925 ANNOUNCED 

Jack L. Cameron, President of the International Asso- 
ciation of Display Men, has announced the appointment 
of the various committee chairmen to serve until after the 
1925 convention at St. Louis. The personnel of several of 
the committees has been completed. 

B. A. Rainwater, of St. Louis, was confirmed as conven- 
tion director for 1925,and Joseph Chadwick, of the Famous 
Barr store, Louis, was named assistant. Raymond T. Whit- 
nah, display manager of Crosby Brothers, Topeka, Kansas, 
was appointed chairman of the executive committee. The 
membership committee is to consist of: W. L. Stensgaard, 
C. W. Klemm Co., Bloomington, IIll., chairman; H. H. 
Heim, Marston Co., San Diego, Calif., D. H. Hansen, Clarke 
& Co., Peoria, Ili, and E. W. Samsel, Young & Quinlan’s, 
Minneapolis, Minn. 

The publicity committee was appointed as follows: 
L. A. Rogers, Chicago; Clyde P. Steen, The DISPLAY 
WORLD, Cincinnati, Ohio; Arthur H. Brayton, Dry Goods 
Merchants Trade Journal, Des Moines, Iowa; Flint Garri- 
son, The Dry Goods Man, St. Louis, Mo.; George W. 
Cawan, Dry Goods Reporter, Chicago, Ill.; Tom Leslie, 
National Retail Clothier, Chicago; M. P. Quinn, Dry Goods 
Economist, New York City, and Edward Doorly, Women’s 
Wear, New York. 

The Speakers’ Bureau appointments were: Allan H. 
Kagey, Mandel Bros., Chicago, chairman; Paul Lupo, Bar- 
ker Brothers, Los Angeles, Calif.; Frank Maxwell, Fred- 
erick & Nelson, Seattle, Wash.; A. G. Anderson, Crowley 
Milner Co., Detroit, Mich., and M. Schultz, Joseph Spies 
Co.,-Elgin, Illinois. : riven’ 
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Veit’s Fine Line of Holiday Show Cards Successfully 
Used by Large and Small Stores for Years 


This line of attractive Christmas 
and holiday cards is the result of 
years of experience in meeting the 
needs of the large and small stores 
throughout the country. They are 
beautifully printed in colors on best 
grade eight-ply stock. Ready-to- 
letter. 


All designs are made %, %, % sizes. 
Design No. 5 is also made in 14x 22 
size. Design No. 6 is made so that 
the background of candle and candle 
flame is printed in yellow and gold. 


PRICES 
bee Phe k sh $7.00 PER 100 
2 SS Se eRe ner 6.00 PER 100 
9) | Se aS ee 4.50 PER 100 
OS - ee eee 25c EACH 
Design No. 6, gold instead of 
yellow ink, add_____- $1.00 PER 100 


Discount of 5% allowed on orders of $25.00 or over. 





Six Clever Colorful Designs to Meet All Your Needs 


Discount of 10% allowed on orders of $50.00 or over. When 


remittance accompanies order we prepay transportation charges. 


Shipments November 1 Unless Otherwise Requested. 


ORDER NOW! 


The Veit Art Company 


3733 Pleasant Ave., Minneapolis, Minn. 
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This Display Attraction Will Boost Your Sales 




















Be the First in Your City to Take 
Advantage of Its Great Pulling Power 


You can make your merchandise displays wield a 


real magnetic power if you use this new moving illum- 
inated device which consists of a flexible guideway 
over which lighted bulbs travel in any position that 
the flexible guideway has been placed, in the form of 
initials, designs, etc. 


Actual merchandise, or the miniature in transpar- 


ent form, announcement cards, etc., are placed over 
the moving, lighted bulbs that travel in the position 
the flexible guideway has been arranged. 


Has proven a tremendous success wherever in- 


stalled and has opened up a new field for the effective 
utilization of motion and animation in show window 
displays. 


Fully covered by patents in United States and for- 


eign countries. 


WRITE AT ONCE FOR FULL INFORMATION 
31-33 Tenth Street, 


Edward A. Dieterich, cena Lin y. 
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New Stores Open on Fifth Avenue 


Saks & Company and Russek’s greet public with elaborate establish- 
ments—Macy’s offer treat with school supply display 


By WILLARD D. HART 
Special Correspondent, The Display World 


PENING of the new Saks & Company, 

Fifth Avenue store, and Russék’s, Fifth 
Avenue in the old Gorham Building, were 
the highlights of retailing from all angles 
in the New York district during the month of Sep- 
tember. 

Both of these stores are the acme of perfection. 
Russek’s is the more beautiful store, Saks the more 
commercial and practical. They both have a different 
problem and policy. Saks & Company have overlooked 
nothing to insure the most perfect service. The equip- 
ment at this store is par excellence. Russek’s have 
gone after beauty, but have not overlooked the prac- 
tical side. 

The front of the new Russek store, in what was 
not so long ago the new Gorham Building, was re- 
splendent in fushia and gold to herald the installation 
of a new regime. Fuschia in one shape or another 
appeared in practically all of the window displays and 
gold cloth illuminated considerable space along the two 
street fronts. The color effects, whch produced a feel- 
ing of richness in the displays, were the outstanding 
element in the character of them, while the line com- 
position in no case fell below what the dramatic crities 





might term “adequate.” 

At the right of the Fifth Avenue entrance in the vesti- 
bule there was a display of hats, and on the other side 
shoes were on parade, doubtless to signify that Russek’s 
is prepared to clothe customers from head to foot. A 
large amount of flowers having to do with the gala aspect 
of the occasion served very well to back up the hats, which 
rather need something of the kind for support, anyway. 
There was a mirror on the wall at the center, above a 
cabinet of pale green and gold, ornamental in design. A 
large bunch of American Beauty roses rising from ferns 
and vines at the left spread above the end of the cabinet 
and at the sides and front of this unit stood five hats in 
purple. A gold bag lay on the cabinet. Two hats stood 
at the left on a purple drape, which spread outward on 
the floor from the wall whence it fell. In front of the 
corresponding drape at the right were .a dress of purple 
trimmed with feathers and a purple hat; on the floor lay 
a pillow of a light lavender shade supporting a purple 
fan. 

Side curtains hung over some of the narrow side win- 
dows, which give the Russek windows a bay window effect. 
Another feature of these windows are the bronze strips at 
the front which hide and reflect the footlights when in 
use and which may be laid flat over them at other times. 
The name‘of the firm appears at the center in raised letters. 
In a window on the side street, devoted to accessories, gold 
curtains covered the end window and at the right of the 
center a rich drape of gold, falling from the top ‘of the 
wall was caught up at the right on a table and then swept 
outward.to the front. Two other cabinets were arranged 


across the window. The fans displayed on these pieces 0‘ 
furniture and drapes attached were graduated in color 
from pale lavender on the right to cerise at the left. A 
small figure in a lavender dress reclined in a chair at the 
left. Handbags, containers of perfumes, silk fans and vari- 
ous smaller objects found places along the floor as well 
as on the several cabinets. The cabinets were of inlaid 
cherry; at any rate, a light brown wood; a dark blue vase 
‘accented the gold drape at the center and a lavender pil- 
ow in front held beads and other ornaments. 


New Display Windows at Saks Store Are Shallow in Depth 


The large band of punctual customers who just would 
not stay away till the doors of the new Saks & Company 
store opened on Monday morning, September 15, had no 
cause to complain of a dearth of entertainment. The three 
long fronts on Fifth Avenue, 49th and 50th streets all pre- 
sented unbroken rows of windows with which they might 
regale themselves with the utmost satisfaction. The win- 
dows farthest back on the side streets maintained the same 





Unique School Supply Display in Macy Co. Store 


high standard of interest and beauty upheld by those on 
the avenue, so that an inspection in keeping with the merits 
might well keep expectant visitors busy for a long time. 
The windows in the new Saks building are not so very 
wide nor very deep. They were adapted to the style of 
display employed by a specialty shop rather than-that asso- 
ciated with the large department stores. According to the 
purposes of the store, as indicated by its advertisers, there 
is nothing amiss with this plan of display windows. 

Elaborate “stunt” displays will hardly find room for 
presentation in these comparatively shallow windows. There 
has never been anything in the Saks display policy to cause 
apprehension on the part of prim upper Fifth Avenue about 
gaping mobs cluttering the sidewalk while glutting them- 
selves with amusement and amazement at the same time. 
The windows are quite high and have low sills. The wood- 
work at the back is of weathered oak. There are valances 
of golden brown with a decorative border and a fringe. 
Side curtains are not used. The policy to be followed in 
the displays at the new store, as indicated by the displays 
appearing during the opening week,.is not unlike that pur- 
sued at the Herald Square store; that is, to provide the 
merchandise with trim and tasteful, settings, mounted on 

















\ 


+ 


n 


Se WN 8 


ee ON Rs 





October, 1924 THE DISPLAY WORLD 


Schack’s ’Xmas 
Flower Book 
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& ~A 
Gg Ven VE) 


é 
% 
ty 
Cnn 
\ 


Ul 









CHACK’S New Christmas 
Flower Book is “chock-full” 
of practical display ideas designed to 
enhance the sales power of your 

Holiday windows and store interior dec- 
orations. 


and R j ‘y ) for the 
its 4 | asking 
Without charge or obligation this new Christmas book 


gives you hundreds of display suggestions that make them 
adaptable and effective in small as well as big stores. 


UTILITY — QUALITY — BEAUTY — ECONOMY 


That’s what you get when you purchase Schack’s Decorations. Get 
Schack’s New Christmas Book and make your selections early. 


Schack Artificial Flower Co. 


Loop Salesroom CHIC AGO ‘Factory 


63 E. Adams St. 134-140 No. Robey St. 












This is the “ 
Book You 
Need 
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Get Ready! 


for 
Holiday Displays 


The Yuletide will 
slip up on you be- 
fore you know it. 
ARE YOU PRE- 
PARED? Are your 
display fixtures the 
type that) show off 
your holiday _mer- 
chandise in its ““Sun- 
day Best?”’ 





For Displaying Small 
Goods, such as Toil- 
etries, Notions, But- 
tons, Jewelry, etc. 


The display units 
here illustrated are 
ideal for showing your 
Christmas merchandise 
attractively and advan- 
tageously. Note how 
well designed the fix- 
tures are; in fact, all 
Onli-Wa models are so 
gliadin iat carefully planned and 
SS FONE eae made that your display 
buby-picl oul the problem is no problem 


witsyouwilneed. "The ONLI-WA Fixture Co. *™" 


St. Paul Avenue Dept. D. W. Dayton, Ohio 


Think it over 
QUICKLY! then 









































Quality and Originality 
































Baumann’s 


Book of Christmas Display Decoratives 


is now ready and waiting a word from you 

as to where and when to send it. It con- 

tains designs for every type and size of 

store—all tip-top in sales appeal and beauty 

and priced as low as the quality permits. 
Just mail the coupon. 


L. Baumann & Go. 


357 West Chicago Avenue Chicago 
Mail This Coupon This Book Is Free For 
Right Now the Asking 








L. BAUMANN & COMPANY, 
356 W. Chicago Ave., Chicago. 


Gentlemen: Please send me your new Christmas Book. 
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fixtures that are beautiful, appropriate, practical and gen- 
erally worthy, and then make the merchandise tell its own 
story without resorting to fanciful artifices or scenery. 

At the southwest corner of the store is a bay window 
beveling off the angle, after the manner. of the window 
at the Lord & Taylor store. This window held a display 
of evening dresses which constituted a complete display 
in itself, and also was one member of an arrangement 
which maintained its unity throughout the three windows 
at the corner. Another window carrying a card announc- 
ing “dancing frocks” presented the merchandise in the same 
spirit as the window already commented on. Three forms 
showed dresses in soft tones of pink. To: support these 
units were a boa trimmed scarf of an orchid shade, fans 
of lavender, a boa of the same general shade, orchids in 
a silver dish, a handbag and some bottles of perfumery. 

In one window handbags were shown en masse on 
banks or steps of light wood. A fixture of distinctive de- 
sign that appeared repeatedly in the displays was a hat 
stand with a stirrup-shaped triangle at the middle through 
which small objects can be placed. Umbrellas, gloves, 
scarfs and shawls were among the articles so used. The 
fixtures used have been of oak, in the natural color of the 
wood. 


Unusually Attractive School Supply Window at Macy Store 


One of the most unusual and attractive school supply 
windows was shown at R. H. Macy & Company, Inc., early 
in September. This window held the sidewalk audience 
more or less spellbound. The articles shown were strictly 
schoolroom necessaries. To begin with, the background, 
an ingenious variation of the slate motif, was an eye- 
catcher. There was a mammoth slate having a frame 
bound with red and laced with black reaching a good part 
of the way across the window. Instead of using crayon 
for running a legend over the slate, the idea of doing some 
sky writing with the slate for the sky occurred to the de- 
signer. 

This was an apt enough thought since the sky is never 
darker than when the call comes to young people to im- 
prove minds with which they are already perfectly satis- 
fied. In the upper left-hand corner of the slate a hemis- 
phere of a colored globe was attached. and on the other 
side a toy aeroplane appeared in stationary flight. From 
it ran a wisp of cotton or other fibrous material, back to 
two lines of script made of the cotton and representing 
faithfully the plumes of white smoke used in sky writing. 

On a platform in front of the slate, hemmed in by a 
stockade of white crayons, were numerous articles built 
out of school implements. There was, for instance, a 
schoolhouse made of rules and erasers, with an open note 
book for a roof, a cabin made of pencils, a railroad station 
formed for a lunch box, and a locomotive consisting largely 
of a big bottle of ink. Trees were made of sponges stained 
green on lead pencil trunks. Birds, cats, etc., grew from 
small bits of wood, counters, pencil erasers, clips and vari- 
ous other small things: All in all, a small village was 
presented with the simple use of school supplies. 


Tony Sarg Constructs Unique Castle for Kiddies at Macy’s 


Tony Sarg has again been pressed into service at R. H. 
Macy & Company, Inc. This time he has put his genius 
to work on a small castle on the fourth floor of the new 
building for the benefit of the kiddies that visit the store. 
A new “Little Theater” made its bow at the store, with 
the opening performance of Macy’s Magic Midget Show 
in a special constructed theater. 

All of the actors, though human beings, appear no larger 
than a foot high; the stage will be no bigger than a soap 
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box, and the whole auditorium for spectators is enclosed 
in-a giant’castle apparently taken outright. from the story 
books. The castle is built with towers and turrets and 
mediaeval balconies, and Tony Sarg has painted the exterior 
with familiar scenes from fairyland. The castle with its 
turrets, towers and fantastic colors has proven a huge at- 
traction and is part of the campaign of the Macy firm to 
draw New York kiddies to their new fourth floor, which 
they have so appropriately termed “The Children’s World.” 





St. Louis Displaymen Hold Banquet 


Thirty-five members of club attend meeting and 
make plans for 1925 convention 


By E. H. LAMPRICH 
President, St. Louis Display Men’s Club 


Thirty-five members attended the banquet and meet- 
ing of the St. Louis Display Men’s Club at the headquarters 
of the St. Louis Chamber of Commerce, September 29. A 
pleasant program of entertainment followed the dinner. 

Reports of the 1925 Convention Committee for the enter- 
tainment of the 1925 convention of the International Asso- 
ciation of Display Men were made. Plans for the big 
convention next June are progressing nicely, and there is 
general pep and harmony expressed by the members. 
Plans are being made for something entirely new and dif- 
ferent at the next convention, and the visiting displaymen 
wlll be accorded several pleasing surprises. 

The Retail Merchants’ Association of St. Louis was 
represented at the meeting by its vice-president, who de- 
livered an interesting address, pledging the co-operation 
of his association in the way of financial help and assist- 
ance in helping to entertain the I. A. D. M. convention 
in June. 

Mr. Thomas Dysart, a well-known banker, and the 
manager of the “Community Fund Drive” here, asked us 
to help out St. Louis “over the top.” We will all have 
special displays and in this way bring the message to 
the public through our show windows. The displaymen 
present were all enthusiastic over the prospects of making 
the drive a big success, thus again proving the value of 
window display advertising. 





DISPLAYMAN IN SOUTH CHANGES POSITIONS 

G. D. Stewart, formerly advertising and display man- 
ager for Gilmer’s Department Store, Durham, N. C., is now 
publicity manager for The Leonard, Fitzpatrick, Mueller 
Company, one. of the largest department stores of Bir- 
mingham, Ala. 





OPEN FINE NEW STORE IN TULSA, OKLA. 

The Vandever Dry Goods Company, of Tulsa, Okla., has 
opened its’ néw six-story store building which has been 
under course of construction since last March. The new 
store affords space for handling two and one-half times 
the volume of business done in the old store. 





SPRING AND SUMMER FASHION REVUE PLANNED 

The Style Creators of America have announced their 
Spring and Summer Fashion Revue for the season of 
1925, which will be held in the Hotel Astor, New York City, 
November 25. The exhibitors who will participate have 
just returned from foreign style centers. 





CHAIN STORE DISPLAYMAN MOVES TO CHICAGO 

Joseph Doster, display manager for the J. C. Penney 
Company, of Lancaster, Ohio, has resigned his position 
and has moved with his family to Chicago. 
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FRANKEL 
FORMS 


effectively display the 
new fashions with 
their slim lines. 


Drape your new 
style garments on 
Frankel model forms 
and note the differ- 


ence. 


New Ca 
Just off 


No. 34 
No. 35 
No. 36 
No. 37 
No. 50 
No. 51 


talogs 
Press 


“Onyx” Base-Cast Bronze 


Display Forms 

Metal Display Fixtures 
Hosiery and Gloves 
Clothing and Haberdashery 
Racks, Slides and Hangers 
Jewelry and Leather Goods 
Period Wood Fixtures 
Shoe Fixtures 


Ask For Your Copies 


“Every Type of Display Fixture Known” 
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Winners in the National 


Show Card and Poster 
Studio Contest 


will be announced in the November 
issue of SIGNS OF THE TIMES, the 
big national authority in this field This 
contest brought exhibits from all parts 
of the country. Leading artists in the 
show card industry participated. 


Reproductions of some of the win- 
ning displays will also be shown in the 
November issue. 


The Winners in the National 
Store Card Writers’ Contest 


will be announced in the December 
issue of SIGNS OF THE TIMES and 
photos of some of the winning cards 
also will be reproduced in that issue. 
Many of the leading card writers con- 
nected with stores are participating in 
this contest, which closes October 15, 
and there is much rivalry for the cash 
prizes offered. 


In each contest the leading prize is 
$100.00 in cash to the winner of first 
prize, and $50.00 to the second best. 


Every issue of SIGNS OF THE 
TIMES is replete with live news and 
illustrations for the show card writer. 


It’s $3.00 a Year 


SIGNS OF THE TIMES 


CINCINNATI, OHIO 


Publisher of Standard Books on Show 
Card Writing and Lettering 


SIGNS OF THE TIMES, 
Cincinnati, Ohio. 


Enclosed find $3.00 for which send me 
SIGNS OF THE TIMES for one year. 


























Contests Reveal Good Displays 


(Continued from page 17) 


Company, of Indianapolis, Indiana, and Henry M. Samuels 
of the American Wholesale Corporation, Baltimore, Md.. 
entrants from cities of 25,00 or more population. One hun- 
dred stores won Likly traveling bags, and to the hundreds 
of contestants who failed to win major prizes the company 
presented brand new No. 1 Ansco folding cameras. 

The Congoleum Company states that the displays as « 
whole were a revelation in originality and ingenuity. The 
good points of Gold Seal Congoleum were demonstrated 





Display by C. M. Shrider for A, E. Starr Co., Zanes- 
ville, Ohio, Winner of $100 in Ye Old 
Tyme’ Comfort Shoe Contest. 


generally with such a knowledge of what constitutes tell- 
ing effect in window exhibits that the judges found the 
greatest difficulty in classifying the prize-winners. 

One dealer demonstrated the waterproofness of Con- 
goleum by constructing a very realistic lake from a Congo- 
leum rug. Turtles, goldfish and a sailboat gave such de- 
lightful naturalness to the picture that he won a Ford 
sedan. Several dealers staged an attractive display of Con- 
goleum for every room in the house by showing it in use 
in a miniature doll’s house. Congoleum airplanes, locomo- 
tives and racing automobiles brought home in convincing 
fashion the fact that the floor covering had many values. 
The exhibitor from Springfield, Mass., who reproduced in 
Congoleum the municipal buildings and clock-tower of his 
city capped the climax. 

A merchandising expert has estimated that extra sales 
resulting from a window display average anywhere from 
25 to 200 per cent, according to the effectiveness of the dis- 
play. The truth of this estimate was amply shown by the 
contest. And it is a safe prediction that the dealers who 
realized big profits from their windows will not soon forget 
the lesson. 


Cigar Manufacturers Award Prizes in Contest 


A spirited contest was conducted by Cuesta, Rey & Co., 
manufacturers of Havana cigars, at Tampa, Florida, begin- 
ning January 1 and ending June 30, and the awards have 
just been announced by the company, showing a ready re- 
sponse to the conditions of the competition. Straus Bros. 
& Co., Cincinnati, won the first prize of $100 for a display 
which was installed in the window of their branch store on 
Fountain Square. 
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7S Second prize of $50 was awarded E. Eppstein & Co., 
Dallas, Texas, while the other prizes were given as follows: 
Third prize, $25, George F. Ryan, Sacramento, Calif.; fourth 
prize, $15, A. Melman, Los Angeles, Calif.; fifth prize, $10, 


nuels fs ‘ ° 
op ‘ohn Dwenger, Indianapolis, Ind. Honorable mention was 
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Display by Straus Bros. & Co., Cincinnati, Ohio, 
Winning First Prize in Cuesta-Rey Contest. 





given the following for their displays: W. L. Winning, 
Indianapolis; M. C. Lathrop, Des Moines, Iowa; C. S. 
Chambers, Miami, Florida; John C. Davis, Cincinnati; Wil- 
liam Starr, New York. City, and A. Panosian, New York 
City. 

The contest was participated.in by the jobbers and re- 
tailers dealing with Cuesta, Rey & Co. from coast to coast. 
A first selection of the twelve best windows was made by 
a committee from Tampa and forwarded for the actual 
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Display by May Drug Co., Pittsburgh, Pa., Winning 
First Prize in Rinex Hay Fever Remedy Contest. 





awards to the final committee of judges. composed of 
Messrs. Henry Sidener, Fred W. Hayward and S. G. Silber- 
stein, all of New York City. 


Another Congoleum Contest Is Now Under Way 


The Congoleum Company of Philadelphia, has announced 
another window display contest for congoleum linked up 
with advertising for Congoleum Week, October 6 to 11. 
Prizes totaling $7,5C0 in value are offered for window dis- 
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Beautify your 
window display 


WITH. 


Sun-Ray Floodlights 
(Model 50) 


COMPELS 
ATTENTION! 


The center-spot 
beam of the MODEL 
50 SUN-RAY will 
draw attention to 
_ your window dis- 
play and bring into 
prominence such ar- 
ticles as you may de- 
sire. 


A NON-BREAKABLE UNIT, made en- 
tirely of metal; WILL NOT BREAK, crack 


peel, or rust. 


Equipped with UNIVERSAL ARM so 
that light can be directed where wanted. 


MOST SIMPLE and EFFICIENT 
COLOR-FRAME on the market. Easy and 
quick to insert new color film. 


FINISH—Inside, highly polished by our 
own special process, guaranteed to retain 
its remarkable reflective power. 


SUPERIOR TO ANY OTHER SURFACE, 
NOTHING TO BREAK, CRACK OR 
PEEL 


Outside—Japanned a pleasing tone of 
green, baked on at high temperature—will 
not peel. 


PRICE COMPLETE, including five feet 
of wiring and plug ready for use, and color- 
unit with five color films, $15.00; without 
color-unit, $12.50. 


USED BY SUCCESSFUL MER- 
CHANDISERS EVERYWHERE 


SUN-RAY 
Lighting Products, Inc. 


DEPT. W 
119 Lafayette St., New York, N. Y. 
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Professional Courses 
for Displaymen 


If you desire to succeed we can show 
you how. 


We are preparing a separate building 
for the Window Trimming School to 
be ready in January. 

Our courses completely cover the 


field. 


For those who wish to enroll now 
we are conducting 


” Life Classes 
Card Writing Courses 
The Window Background Course 


Individual instruction under actual work- 
ing conditions. Open from 9 a. m. to 9 p.m. 
week days, and 10 a. m. to 6 p.m. Sundays. 
Days or evenings, or both, at the same 
price. 


Superior Sign School 


2139 South Wabash Avenue, Chicago, II. 
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Send for FREE story 


Interesting, illustrated folder “How to get 
Greater Desk Efficiency” shows how to keep 
your desk cleared for action. ‘Thousands of 
Kleradesks are giving entire satisfaction, Saves 
time locating, distributing or sorting papers. 
Takes less space thanatray. Sent FREE trial. 


leradesk 















Send for FREE catalog showing 
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Ross-cous Co an St. Louis 
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DisPLAY xo SELL MORE GOODS! 
Electric cost 3 cents per day—Capacity over 100 lbs. 
Fully Guaranteed—Write today. 


Ip users” ELECTRIC WINDOW SALESMAN CO. “Soro gl 
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plays and dealers are provided with banners, price cards, 
window arrows, folders, etc., to assist in making the win- 
dows attractive. Every dealer who had Congoleum in stock 
or on order September Ist is eligible. The prizes include: 
Buicks, Rariolas, chests of Wallace Silver, Likly Wardrobe 
trunks, Tavannes watches and Redipoint pencils. 





Display by Jos. Marshall for Boersma Co., Chicago, 
Winning $50 Prize in Ye Old Tyme 
Comfort Shoe Contest. 


C. M. Shrider, display manager of The A. E. Starr Com- 
pany, Zanesville, Ohio, who recently won the glove in- 
dustries national contest, came to the front by winning 
second prize of $100 in “Ye Old Tyme Comfort Shoe” win- 
dow display contest recently concluded. Mr. Shrider’s dis- 
play was interesting, tieing up with the human interest 
appeal of the radio. This instrument in the window was 
broadcastng the praises. of this particular brand of shoes. 
Nearly everyone who passed the window stopped to read 





Display by L. Robert Rehm for Packard Music Co., 
Ft. Wayne, Prize Winner in G. L. Conn Contest. 


what was coming from the radio. Imitation bronze leather 
which proved so successful in Mr. Shrider’s spring glove 
window was again used on the shoe stands with good 
effect. Large cutouts of the Holland girl, a trade-mark 
with the brand of shoes advertised, were used at the sides 
of the display. The card read: “Listening in to the 
Praises of Ye Old Tyme Comfort Shoes.” 
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Joseph H. Marshall, display manager of The Boersma 
Company, 11056 Michigan Avenue, Chicago, carried off 
third prize of $50 in the same contest. Mr. Marshall’s win- 
dow was trimmed with natural tulips on the one side and 
the “Dutch windmill’ on the other, with a few wooden 
shoes. Other prizes were won by Mr. M. Stewart Fullerton, 
display manager of Canning’s Shoe Store, Oxnard, Cal., 
and Julius Epstein, manager of the Liberty Shoe Company, 
Elmira, N. Y. First prize of $200 was won by D. P. Smith, 
display manager, Falk Mercantile Co., Boise, Idaho. 


Band Instrument Windows Prove To Be Attractive 


The G. L. Conn Company, Ltd., of Elkhart, Ind., recently 
conducted a band instrument window display contest that 
brought to public view some of the most interesting and 
attractive displays that have ever been unveiled. 

The Butler Music Company, of Marion, Ind., won first 
prize of $100 in this contest. Kaufman’s Department Store, 
of Pittsburgh, won second award of $50, while the third 
prize of $25 was given the Packard Music Company, of 
Ft. Wayne, Ind., the window having been installed by 
L. Robert Rehm, the clever displayman who recently won 
the National Music Week window display contest. Honor- 
able mention was given Ludwig & Company, of Wilkes- 
Barre, Pa., The Consolidated Music Company, Salt Lake 
City, Utah, and B. A. Rose, The Metropolitan Music Com- 
pany, Minneapolis, Minn. 





UNUSUAL ELEGANCE IN SHOE WINDOWS 


Symbolizing unquestioned taste and elegance, the dis- 
play windows in Yager’s new boot shop at Grand Rapids, 
Mich., which was described in a recent issue of The 
DISPLAY WORLD, are preven emissaries of the estab- 





Elegant Display Window in Y ager’s Bootery. 


lishment. A full length, curved treatment in ivory bas- 
relief forms the backgrounds; a niche in each center se- 
questering a Chinese vase of artificial flowers in effective 
accord with the purple-ivory-orange color scheme. Black 
and white chequered tile is effected in the floor treatment, 
and each window is furnished with an ivory bench, draped 
with long, sinuous scarfs in gold brocade, purple, velvet, 
chiffon and striped crepe. Embodying the color plan, 
a striped valance adorns each window top. 
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“JUST THE BEST” 


Papier Mache That Cannot Be Distin- 
guished from Real Bronze. 





S-1 
Our New Catalogue Is Ready 


Art Fontaine 
Exposition Company 
10714 N. Main St., Los Angeles, Cal. 
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Beautiful, Startling, Artistic 
Display Effects 


Produced Inexpensively with 


MURDISON’S 


Display papers, show window panels, 
screens, colonial pillar backgrounds and 
Anaglypta, the new window creation 
in relief. 


A high-class, quality line of goods un- 
~ equalled anywhere for artistic merit, 
but low in price. 


Unlimited variety of uses and effects 
can be created. You'll be surprised by 
their originality. 


Send for Catalog! 


Murdison Display Service 
Importers 


1095 Genesee Street Buffalo, N. Y. 























For the Fall Opening Use the 
Timberlake Colored Light Screen - 


Slip these Timberlake Colored Light Screens over the reflectors 
in your windows and flood your windows with colored light. They will 
fit almost any shape reflector up to 10 inches in diameter. Instantly 
put on or. taken off, 


A Necessary part of the Display Man’s Equipment. 


Take 10x10 inch gelatin sheets which we can supply you with in 
Red, Amber, Green, Blue and Magenta. 


Screens only, without gelatins, $7.20 per dozen. 
Special price for 3 dozen $18.00. 

Gelatin Sheets $1.00 per Dozen, 

Prices F, O. B. Jackson, Mich. 2 per cent 10 days. 


J. B. TIMBERLAKE & SONS 
Jackson, Mich. 
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Pluto Water Displays Find Usage 


High percentage of returns reported on windows 
obtained by advertising agency 


RUGGISTS all over the country will tell you that it 

is almost beyond belief how much their sales oi 

Piuto Water—and incidentally other drug-store merchan- 

dise—increase every time they put a Pluto Water display 

in their windows. The season of the year seems to make 

little difference. Constipation knows no season—that’s 
the answer. 

Illustrating this article is a typical Pluto Water window 
—easy to set up and of forceful sales creating value. The 
trim material alone is good. But the arrangement of it, 
and of the Pluto Water bottles shown in this illustration, 
is even better. There is a reason for this. The French 
Lick Springs Hotel Company is fortunate in having as its 
advertising counsel, an advertising agency organization, 
which makes the window an important part of its advertis- 
ing service to its clients. 


As everybody in the retail business knows specialized 
window displaymen are exceedingly rare. It seems to take 
some special talent not possessed by the ordinary mortal 
of artistic tendencies to trim such a window successfully. 


At the head of the McJunkin Advertising Company, the 
concern that prepares the Pluto Water advertising is Wm. 
D. McJunkin, known to merchants throughout the coun- 
try for his success in retail advertising. At one time, ad- 
vertising manager successively for three of Chicago’s lead- 
ing department stores, Mr. McJunkins’s career began in 
the sales end of the -retail business, from which position 
he rose step by step to the top—not the least of his suc- 
cess being several years experience as leading displayman 
for important stores. 


Large as the McJunkin Advertising Company is today, 
able as is each member of its staff of advertising specialists, 
and important as the window trim is in the success of 
most advertising campaigns, it is only natural to expect 
that this well rounded advertising organization would wave 
a window trim department. 

The French Lick Springs people certainly are fortunate 
in having such first-class window trim assistance at their 
service. Not the least interesting thing about the Pluto 
Water window trims is the fact that they are eagerly re- 
quesed and consistently used by the dealers. We have no 
authentic figures on the subject, but we venture the asser- 
tion that of all the drug store window trim material sent 
out by manufacturers in this country, none enjoys a higher 
percentage of actual use than the Pluto water material. 
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Food Window Displays Valued 


Large grocery firm rates this form of its adver- 
tising highest in the list 


By HENRY D. SIMS ° 
Secretary, The Chandler & Rudd Co., Cleveland, Ohio. 


Window displays count very much in the sale of food 
supplies. We are convinced of that since we started to 
give more attention to this part of our advertising. Our 
windows are aways attractive, and almost compel the 
passerby to stop, because they appeal to his taste. The 
patrons of our store very often remark that they have 
been drawn inside by something they had not thought of 
purchasing by the appeal of the window. They felt that 
they must have some of the food products displayed. 


Food windows must create a desire, and to do that 
effectively they must be tastily arranged, attractive and 


WM waicher Appks & 





One of Chandler & Rudd’s Appetizing Windows 


accompanied by enough descriptive matter, in the way of 
cards or signs of an appealing nature, to bring the desire 
to the point of purchase. 

We rate our advertising values, first, from a demonstra- 
tion standpoint; second, from window displays to catch 
the eye, and third, newspaper description to get the widest 
possible circulation. 

It is always our earnest effort to put the actual product 
in the window, for then we combine the advertising values 
stated first and second, and, linked up with newspaper ad- 
vertising, brings results. Food products lend. themselves 
to attractive displays, if properly handled, and when this 
has been accomplished, accompanied by the degree of 
cleanliness necessary, the result is bound to follow. 





HEADS WINDOW DISPLAY COMMITTEE FOR SHOW 


Sol Schloss was appointed chairman of a window and 
store display committee of the Chamber of Commerce, 
Indianapolis, Ind., for the purpose of supervising window 
displays in conjunction with the second Indianapolis in- 
dustrial exposition, October 4 to 11. 
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BUY NOW — SAVE 50 PER CENT 
Imported Grass Rugs 


First Grad This Offer f 
“40” x 80" 2 $54 Doz Gi eal tag 








Jap. Friz Wreaths 


9-inch $ 3.50 dozen 
$0.30 yard 12-inch 4.56 dozen 
2%-inch Dia 45 yard 15-inch 5.75 dozen 
3%-inch Dia Mm | fee a 
4¥%-inch Dia...... 70 yard 36-inch 33.00 dozen 


Princess Pine Roping 
14%-inch Dia 








Cloth Holly Wreaths 


12-inch Dia .00 each 
18-inch Dia “ 


Princess Pine Wreaths 


Half Round All Round 


$ 7.50 doz..(14”)..$10.50 doz. 
13.50 doz..(18”).. 16.50 doz. 
22.50 doz..(24”).. 26.50 doz. 
33.00 doz. .(30”).. 42.50 doz. 


10% less for 3- dozen 42.50 doz..(36”).. 54.00 doz 


10% add. for fireproof. 














SPECIALS 


FELT POINSETTIAS—7 pedals, $9.50 gr.; 12 pedals, 
$16.50 gr. 


GREEN AND RED JAP ROPING—60c ball, 60 yds. 
LOOSE HOLLY-—5 cloth leaves, 3 berries, $8.50 gr. 
RED RUSCUS—%c a lb. PRINCESS PINE, 27c a Ib. 











Select Artificial Flower Co. 
924-6 Broadway, New York City 


RIN KLE 
nEPE 


For Paper Craft 


; 


$ 


ole Quality 
Made in Thirty-three Brilliant 
Shades and Colors 


RINKLE 
REPE 


IS MADE ESPECIALLY FOR 
DECORATIVE PURPOSES 


A Sample Fold Sent Upon Request 
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Manufactured by 


The Tuttle Press Co. 


APPLETON, WISCONSIN 
1899 — 1924 
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No. 5140 Rolled Top Basket—15x22 inches. 
filled with Roses, Asparagus Ferns, etc., 
with bow, complete, $2.50 each ; per dozen, 
$25.00. 


Write today for our ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 
Flowers, Plants, Vines, etc., mailed FREE 
FOR THE ASKING. 


<——00<——0 


Frank N etschert, Inc. 


61 Barclay Street New York, N. Y. 























Profits Promoters 


ATTRACTIVE BRIGHT WINDOWS 
TRIMMED WITH 


Hydol’s Plush 


RADIANT, RICH AND 
LUSTROUS COLORS 


24, 36, 50-inch widths 


Free samples on request. 


Headquarters for a Complete Line 
of Cotton Velour 


The Hydol Plush Company 


Established 1889 


36 East 21st St. New York, N. Y. 
Character Mdse. “HYDOL” 
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Do They Look and Go Away? 


(Continued from page 13) 


tion of the store, but to make this side of the street so 
attractive that it would change the traffic. A campaign 
to feature show windows was inaugurated and much atten- 
tion was given to lighting. 

The first window thus featured was a Christmas dis- 
play—it drew a crowd at once—and kept an interested group 
before it almost continuously through the holiday season. 
It was a very simple snow effect, made effective by sim- 
plicity, good taste in design and a striking cold moonlight 
lighting effect produced by the use of blue-green color 
screens on the lighting reflectors in the window. 

Within the first ten months after adopting this window 
campaign sales increased 27 per cent, at a time when other 
dealers were reporting sales under those of the previous 
year. Sales of articles displayed in the windows showed 
an average increase of 39 per cent., indicating the direct 
sales value of the window over and above its major in- 
direct purpose ot general publicity and good-will. 

Six months of this special window treatment reduced 


Even the Florist Finds That Good Lighting Pays 


the 32-to-1 advantage of the opposite side of the street to 
15 to 1. At the present time the ratio stands 9 to 1 and 
the company is confident that within a short time the ad- 
vantage will stand in favor of its side of the street, even 
though it is the sunny side and even though the store is 
surrounded by non-merchandising business establishments. 
This experience shows what a believer in good lighting 
and good window displays can do in rerouting traffic. 


Best to Consult a Reliable Contractor Always 


In considering the lighting of display windows it is best 
to consult a thoroughly reliable and progressive electrical 
contractor, for situations and requirements differ some- 
what. But there is a simple rule which can usually apply 
to any display window and which will give good lighting 
under most conditions. This rule, if such it may be called, 
is to use 150-watt clear lamps in standard mirrored or 
prismatic glass show window reflectors placed twelve inches 
apart in a row directly back of the glass. For windows 
with extra high ceilings use the next larger size lamps, 
and if the window is more than ten feet deep use two 
rows of lamps. If Daylight lamps are used the next larger 
size should be installed. 

Good store lighting has much to do with business suc- 
cess, profits and independence of the store owner. The 
display window should be sufficiently bright to attract at- 
tention to it in spite of the competing neighboring win- 
dows. A window on a side street which may appear bril- 
liantly illuminated with an intensity of a few foot candles 
will be dingy and lacking in attention-value along the 
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white-way, where the brilliant signs and high-intensity 
street lighting are overpowering. The best rule for deter- 
mining the proper intensity of illumination is to depend 
upon an actual observation of the window at night amid 
its particular environment. Make the window make people 
stop and look and stay. Don’t let it let the people just 
glance at it and go away. 





Music Week Window Has Appeal 


Displayman employs touch of human interest in 
display that wins award in national contest 


One of the lines of merchandise in which unusual artistic 


effect can be obtained for displays. and in which a generous © 


amount of human interest is always available is in music. 
This was shown conclusively by National Music Week, dur- 
ing which a contest for the best window display was won 
by the Packard Music House, of Ft. Wayne, Indiana, the 
display being the work of Mr. L. Robert Rehm, who has 
won a number of contests with his human interest windows. 

The display mentioned, which won a silver cup, and which 
is reproduced herewith, was made attractive by a back- 
ground of white glazed drapery, pleated, and flood lighted in 
dark orange and light magenta by two 1,000 watt condensing 





lens spotlights. In addition, a white spotlight was focused 
on the figure and grand piano, which gave it the outstand- 
ing role. These lamps were located on the transom bar 
and were concealed. 

Back of the vase and show card were 500-watt floodlights, 
with blue and magenta color screens, these being thrown 
over the lower portion of the drapery. Inside the French 
window were two floodlights. These were colored in blue 
to give the effect of silvery moonlight. Over this was 
massed a beautiful metallic foliage, which was in purple, 
lavender and blue with some yellow. The trees were of 
pale blue and green foliage with violet wisteria. On the 
upper portion of the drapery were two mammoth garlands 
of gold foliage. The wax model was posed in a lifelike 
manner and was gowned in a beautiful silk and bead com- 
bination dress. The window display remained in position 
one week and attracted immense crowds of people, due 
largely to the unusual lighting effect employed. 





DISPLAYMAN GOES TO AN ADJACENT STATE 

Vernon P. Estes, of Gary, Ind., who has also held a 
responsible display position at Tuscola, Ill, has just be- 
come display manager for the Kewanee Dry Goods Com- 
pany at Kewanee, III. : 














OAPIRU 
SILKREPE 


Reg. U. S. Pat. Off. 





A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. 


























Call Us In On 
That Big Job! 


wre something new 

and original is de- 
sired in display equip- 
ment without paying the 
penalty of prohibitive 
prices, it will pay you 
very well to get in touch 
with us. 


Segall & Sons 


Manufacturers of 
PERIOD WOOD DISPLAY FIXTURES 


Offices and Showrooms Factory 
933 Arch Street 865-67-69 N. Randolph St. 


Philadelphia, Pa, U. S. A. 
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DECALCOMANIA Transfers 


FOR WOOD, METAL, GLASS, COATED CLOTH, Erc. 


Svarners 


pOrsevARD 


yes! 








Special designs and trademarks 
made to order. Send copy for 
quotations. 


THE COMMERFORD CO. 
110 East 19th Street, New York 
Tel. Stuyvesant 3272 














PLUSHES and VELOURS 


FOR 


BS) Window 
Teton: "“Trinaming 
We especially solicit the 


Business of Display Fixture 
Houses and carefully fill same. 


Samples Sent on Request 


NATIONAL PLUSH CO. 


7 West 3rd Street New York City 




















TINT YOUR LAMPS WITH 


GLOCOLORS 


HAVE DULL FINISH AND DO NOT FADE 


=> GELATINE 
3 SHEETS 


Tint = ‘i 
Whiteglo, Enamel by oe : 
Softglo, “ROSC : reflectors 


i sec § % as . 
iecaegle, GLocoLoR? and spotlights 


™ Mine, 4 ‘ 
Myrtleglo, Green ‘tga Cone, event o Size 18x21 


Canaryglo, Canary i 
$2.50 


Goldenglo, Gold } wane t gerd 
per dozen 


Oversized can makes as 
dipping easy. Ss 


é 8 
Wickglo, Flame b yoic® Lamon aTonits |. 
Sunsetglo, Orange Deedee he 
Roseglo, Rose Pink 4. 


Royalglo, Orchid ~ os 


ROSCO LABORATORIES 


131 THIRD PLACE, E. BROOKLYN, N. Y. 














STENCIL SILK 
USED IN MAKING 
SIGNS, PENNANTS, 
SHOW CARDS 
ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST. 


ROBERT L. LATIMER & CO. 
26 N. FRONT ST. PHILADELPHIA 








that someone is in need of that used dis- 
play material and store equipment you want 
to sell? An ad in The DISPLAY WORLD 
OPPORTUNITY EXCHANGE will produce 
a buyer for it. 

The cost is low—only $1.50 per inch. 
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Methods of Making Passers Buy 


(Continued from page 11) 


sides, do not golf clubs and strap watches always go “hand 
in hand?” 

Vacation Display.—Everybody either is getting ready to 
go on a vacation or just getting back from a vacation or 
wishing they could have a vacation. It is human nature. 
Can’t you imagine the effect a display would have on a 
man when he sees a window filled with cool moss, rocks, 
and a tent, if by that tent there was a real stream with 
real fish? Oh, boy! But if there is a pole stuck under a 
rock waiting for him, and an alarm clock has been rigged 
up so that when the fish bite the alarm rings—he is going 
to stop, look and listen. If he is watching that display 
and the cork pulls the line down right before his eyes, then 
he is going to remember that display. You can adapt this 
idea to your window. All you need is a revolving electric 
fan back of the display. Every time the fan turns your 
cork will go under and the fun will begin. Striking dis- 
plays of an unusual nature like these will impress your 
store and’ your goods on the customer’s mind intensively. 
The greater the impression, the longer he will remember 
what you have displayed. So, even if he was not in the 
market for your goods at the particular time of the dis- 
play, when that time does come—whether it be a week or 
six months later—your store will also be thought of and 
you will make the sale. 





STATEMENT OF THE OWNERSHIP, MANAGEMENT, 
CIRCULATION, ETC., 


required by Act of Congress of August 2, 1912, of The Display World, 
published monthly at Cincinnati, Ohio, for October 1, 1924. 
State of Ohio, County of Hamilton, ss. 

Before me, a notary public in and for the State ard County 
aforesaid, personally appeared Nathan Silverblatt, who, having duly 
been sworn according to law, deposes and says that he is the Secre- 
tary of The Display World and that the following is, to the best of 
his knowledge and belief, a true statement of the ownership, man- 
agement, etc., of the aforesaid publication for the date shown in the 
above caption, required by the Act of August 2, 1912, embodied in 
section 443, Postal Laws and Regulations, printed on the reverse side 
of this form, to-wit: 

_1. That the names and addresses of the sae sop editor, man- 
aging editor, and business managers are: ublisher, The Dis lay 
Publishing Company, 1209 Sycamore St., Cincinnati, Ohio; editor, Clyde 
P. Steen, 1209 Sycamore St., Cincinnati, Ohio; managing editor, Clyde 
P. Steen, 1209 Sycamore St., Cincinnati, Ohio; business manager, 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio. ‘ 

2. That the owners are: H. C. Menefee, 1209 Sycamore St., Cincin- 
nati, Ohio; Nathan Silverblatt, 1209 Sycamore St., Cincinnati, Ohio; 
C. E. Menefee, 1010 E. McMillan St., Cincinnati, Ohio; Maude Menefee, 
2018 Clarion Ave., Cincinnati, Ohio; Louis Silverblatt, Fifth and Race 
Sts., Cincinnati, Ohio; Stella Silverblatt, 3480 Harvey Ave., Cincinnati. 


10, 

3. That the known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent. or more of total amount of 
bonds, mortgages or other securities are: (If there are none, so state). 
There are no bondholders, mortgagees or security holders. 

4. That the two paragraphs next above, giving the names of the 
owners, stockholders, and security holders, if any, contain not only 
the list of stockholders and security holders as they appear upon the 
books of the company, but also, in cases whére the stockholder or 
security holder appears upon the books of the company as trustee or 
in any other fiduciary relation, the name of the person or corporation 
for whom such trustee is acting, is given; also that the said two 
paragraphs contain statements embracing affiant’s full knowledge and 
belief as to the circumstances and conditions under which stock- 
holders and security holders who do not appear upon the books of 
the company as trustees, hold stock and securities in a capacity 
other than that of a bona fide owner; and this affiant has no reason 
to believe that any other person, association, or corporation has any 
interest direct or indirect in the said stock, bonds, or other securities 


than as so stated by him, 
NATHAN SILVERBLATT 
(SEAL) : 
Sworn to and subscribed before me this 23rd day of 
September, 1924. C. M. PRICE, 
é (My commission expires Dec. 22, 1924.) 





MAKES TRIP TO THE SPOKANE CONVENTION 


J. Edwin White, Michigan representative of the Hugh 
Lyons Company.of Lansing has returned to the plant fol- 
lowing a two weeks’ trip to Spokane, Wash., where he 
represented the company and Mr. Lyons at the Pacific 
Northwest Displaymen’s convention. 
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Advertising 
Manager? 


If you do, you don’t want to be a half-way adver- 
tising man. You want practical knowledge that 
will aid you to succeed without loss of time. The 
Koester School’s Retail Advertising Course offers 
you the foundation on which to build tne super- 
structure of your success. 

It will equip you for a better paying position 
in a comparatively short time and at little cost. 

The course can be studied at home or at the 
school. 


‘Do you want to be a 

Display Manager? 

A $15.00 a week clerk can 
soon be making $50.00 a week 
if he is an expert Display 
Man. Four or eight weeks’ 
time will give you our com- 
plete course. Get our cata- 
logue that shows the work of 
successful graduates and gives 
you course of study and 
prices. 


The Koester School 
314 S. Franklin St., Chicago 
TTT AES Si OES ee AA 
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Getting Outdoor Nature 
Into Your Windows 


is largely dependent on how true to nature 
the artificial flowers and decorations you 
use are produced. This is a 1 special feature 
of our business. 
A fitting tribute that we are able to serve 
large and small stores, decorators, national 
advertisers, chain stores, etc., is the fact 
that we now serve among many others: 
John Wanamaker R. H. Macy and Co. 
United States Rubber Company 
Kelly-Springfield Tire Company 
‘ and David Belasco 
Some New, Up-to-the Minute Features are 
Flowers Made From Feathers—Used in 
Finest Shops 
Hand-Decorated Metal Flowers—Last 
Inde finitely 


Special Christmas Decoration Offer— 
Silver Holly Sprays, $9.00 Per Dozen 


Specialties Made to Order to Fit Color Schemes. 
Prices Reasonable—Quality the Most Desirable. 


PHILIP ROMAN 
102 West 45th St., New York City 
N. B.—WE ISSUE NO CATALOGUE 
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THE HIGH-GRADE DIGNIFIED METHOD OF GETTING 
YOUR SALES MESSAGE ACROSS THROUGH 
THE DEALERS’ WINDOW 


Is Secured by the Chester Mechanical Advertising Book. 
matically, opening and closing. Allows for twelve pages, 14” x 22” of illustration 
and copy. Thoroughly tested and proven as to its sales-getting value, and at 
present being used by some of the largest national advertisers, department 
stores, banks, theaters, and public service companies. It is the only mechanical 
advertising device that has ever been used in high-class store windows on 
Fifth Avenue, New York City. 


WRITE FOR FULLY ILLUSTRATED CATALOGUE 
CHESTER MECHANICAL ADV. CO., INC., 1416 BROADWAY, NEW YORK CITY 


It works auto- 

















OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 
FINDLAY, OHIO 














Fi ae 
Size 5 ft., 6 in. 





Progressive Studios 


201 W. 41st St., New York City 
Phone Pennsylvania 7789 


SPECIAL CHRISTMAS DIS- 
PLAYS AND NOVELTIES 


All Kinds of Window Displays 
Theatrical Props. Papier Mache 
Mechanical Papier Mache Displays 

Moving Picture and Theatrical Work 
Advertising Novelty Floats 
Stage Furniture 
Scale Models Objects d’Art 


Specializing on Department Store 
Work and for National 
Advertisers 





Any Color 
Price on Request 
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Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST Appliques that will 
retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 


Hudson & Federal Sts. Camden, New Jersey 

















. BU your Fabrics for Backgrounds, Drapes 
and Floorings from the house that has 
supplied the leading Theatres and Shows of America! 


HERE ARE A FEW SUGGESTIONS 
Embossed Gold and Silver Duvetyn_-Per yard_-_-_$1.00 
Plain Duvetyn, all Colors Per yard_-_ 60c 
Colored Silk Metallium Per yard___$2.50 
Gold and Silver Sparkling Emb’d 

Velvet Per yard___$4.50 
Gold and Silver Sparkling Emb’d 

Duvetyn Per yard___$3.50 
Full Line of Mettalines (all Colors)_.Per yard__- 60c 

Brocades, Tinsels of all kinds and Materials, 
Braids, Galoons, etc. Samples of these or special 
needs sent on request. 


DAZIANS’ Inc. 


142 West 44th Street New York City 
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» Santa Claus Snow 


will give to your holi- 
day windows the true 
spirit of Christmas. 


You will find Santa 

(| Claus Snow adds wonder- 

(| fully to any holiday deco- 

™{ ration. It is made up of 

j a multitude of crystal 

'j clear flakes that glisten 

and sparkle brilliantly un- 
der any kind of light. 


Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 


You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. : 


U.S. MICA MFG. CO.,#S"t" 




















Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 














Bronze Signs 
leoninny — Quality 


. — Service 
MANUFACTURERS 


ART IN BRONZE CO. ‘evicann o- 
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Convention on Coast Successful 
(Continued from page 19) 


Seattle. A lecture and demonstration on store and win- 
dow lighting by Clarke Baker followed, concluding the 
second day’s sessions, with the exception of a stag party 
and smoker in the evening, given the visitors by the 
manufacturers of display devices, who exhibited at the 
convention. 


Final Day’s Session Opened With Demonstrations 


The final day’s session opened with competitive demon- 
strations on men’s furnishings, which was won by M. O. 
Evanson, of Bellingham, Wash. Frank J. Wear, of Yakima, 
was: second, and Charles W. Johnson, of Seattle, third. 
Karl Amdahl, display manager of the Palace Store, of 
Spokane, who was convention director, and to whom so 
much of the success of the convention was credited, spoke 
on “The Duties and Responsibilities of a Display Man- 
ager,” which concluded the morning program with the 
exception of a demonstration by the Spokane Club. Mr. 
Amdahl’s address, similar to the one he delivered at the 
annual convention of the I. A. D. M. in Buffalo last June, 
was straight from the shoulder and offered displaymen 
many valuable points to consider. 

Hon. C. C. Dill, United States senator from Washing- 
ton, was the principal speaker of the concluding afternoon 
session. Highly instructive from a statistical standpoint, 
Mr. Dill’s address made a firm impression on the minds 
of the displaymen present. 

A non-competitive demonstration in the draping of live 
models was participated in by Dave D. Starr, of Seattle, 
P. G. Neville, of Portland, and Ray Herring, of Spokane. 
This proved very interesting. 

The election of officers resulted in the following: 

President—Karl Amdahl, Spokane, Wash. 

First Vice-President—David D. Starr, of Seattle, Wash. 

Second Vice-President—L. A. McMullen, of Portland, 

Third Vice-President—H. B. Kelly, Yakima, Wash. 

Secretary-Treasurer—A. O. Hewitt, Portland, Ore. 


The election of president was centered around Mr. 
Amdahl, J. Allyn Dean, display manager of the Crescent 
Store, Spokane, and J. Walter Johnson, of Portland. Mr. 
Johnson withdrew his name and the vote between Mr. 
Amdahl and Mr. Dean was close, resulting in a small ma- 
jority for Mr. Amdahl. The new officers take the places 
of Bert Cultus, president; J. Walter Johnson, vice-presi- 
dent, and J. Allyn Dean, secretary-treasurer. 

In adopting the constitution and by-laws, the name was 
changed from “Pacific Northwest Display Men’s Associa- 
tion” to “Pacific Coast Display Men’s Association.” This 
was due to the campaign of the California displaymen who 
were present. A large delegation was on hand from Los 
Angeles, and the southern state was admitted into the 
organization. 

The Los Angeles delegation sprung a surprise on the 
delegates by presenting Roscoe (“Fatty”) Arbuckle to the 
convention. He invited the next convention there and was 
followed by several other speakers, who presented similar 
invitations. When the vote was taken, howevet, Portland, 
Ore., won the 1925 meeting. Cups were awarded to all 
the winners in the’ competitive window demonstrations at 
the banquet, which was the last event on the entirely 
successful program. More than 200 attended this banquet, 
which was held in the Marie Antoinette room of the 
hotel. Special entertainment was provided and the affair 
proved a ‘huge success, 
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Says Wrong Impression Is Gained 


President of British Association’ of Display Men 
denies window shoppers are solicited 


Ernest Willson, president of the British Association of 
Displaymen, in a letter to.the editor from his offices at 
43 Blandford Street, London England, W 1, takes objec- 
tion to the editorial in the August issue of The DISPLAY 
WORLD, entitled “Window Gazer in London Sought for 
Purchases.” Mr. Wilson says: 

“Your article is responsible for my writing you putting 
forth the facts to dispel, if possible, the impression given 
by your editorial. The cable dispatches from London of 
which you speak probably refer to the low class tailoring 
establishments in the “lower east side” of London city, 
where, I am informed, a man was prosecuted for soliciting 
business before some other establishment. It may also be 
true to say that in some of these east end establishments 
touts have been placed outside the window to catch the 
window gazer, both in tailoring and furnishing shops, but 
these are at establishments where no self-respecting citizen 
would go to make his purchases and which cater for the 
lower artisan type of shopper. 

“Where you have been misguided is in saying that the 
larger department stores have employed solicitors to ap- 
proach the window gazer. There are no department stores 
in this country who would stoop to such a loathsome prac- 
tice; they have no need to adopt such a method because 
their window displays have proved sufficient to bring the 
passerby into the store. Further, I was not aware that the 
fact that window shoppers are considered potential buyers 
is peculiar only to the U. S. A., and that the windows of 
stores in America speak any other language than our own. 

“That there is room for improvement in the art of 
goods presentation the world over is responsible for the 
existence of such associations as the I. A. D. M. and the 
B. A. D. M: It is also possible that the article would seem 
absurd to such stores as Harrod’s, Selfridge’s, Whiteley’s, 
Liberty’s, Barker’s and a host of other department stores 
which have built up their business upon the lines of “Truth 
in Advertising,” honest trading and value for money, and 
where any discerning man or woman goes to purchase their 
wearing apparel and other goods, well knowing that some 
of them have retained the reputation gained a century 
and a half ago. 

“In order to dispel further the erroneous impression 
some may have gained from your editorial, I would say that 
in this country no decent shopper would pay any heed to 
vulgar solicitations of this kind. I believe that the Eng- 
lishman is considered by your countrymen to be particu- 
larly reserved, and I venture respectfully to suggest that 
had you considered this fact the article would never have 
been published.” 


MEN’S WEAR DISPLAYMAN IN NEW POST 
W. B. Weaver is now display manager of the J. S. Wolff 
Clothing Company, of St. Louis, having severed his con- 
nection with the Mayet Brothers Company, of Lincoln, 
Neb., which position he had held for some ‘time. 








WELL-KNOWN DISPLAYMAN ON VACATION 

Fred A. Gross, display manager for the Owl Drug Com- 
pany, supervising their displays in the San Francisco stores, 
was presented with a handsome traveling bag at the an- 
nual three days’ outing of Owl Drug Company officials 
and managers recently. Mr. Gross started a month’s vaca- 
tion at Carzmel-by-the-Sea directly after the annual frolic. 
His year of display activities in San Francisco has been 
exceptionally strenuous. 
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— Accessories ~—— 
for Better Window Displays 


= =cut tlinnes , 

















Daily and Weekly We Create 
New Ideas and Suggestions in |} 


Artificial Flowers Gelatine 


Scenic Paintings > 


Artificial Fruit Glass Stands Show Cards 


Baskets Glass Shelves Spot Lights 
Background — Glass Heel Rests Strip Lights % 
Borders Grass Mats Stix-Wel Glue , 
Beaver Board Metalline Draping Tinsel Flitter 

Bilt-Wel Board Cloth Thumb Tacks : 
Birch Bark Strips Pedestals Valances ; 
Card Holders Papier Mache Velours 

Cardboard Novelties Velour Papers ? 
Chenille Roping Price Tickets Vines + 


Color Attachments. Plushes Wood Carvings 
Flood Lights Reflectors Wood and Metal 1 
Foot Lights Revolving Tables Fixtures , 


for > 
“BETTER WINDOW DISPLAYS” || 


SEND FOR BOOKLET NO. 41, CHRISTMAS SAMPLES ; 


Doty & Scrimgeour Sales Co., Inc. || 
30 READE STREET NEW YORK ? 





























SPECIAL TO OR- . VALANCES 
DER VALANCES. SIDE DRAPES 


DRAPED AND DRAW CURTAINS 


pceateo =F- VALANCE & DRAPERY CO. 5ico" crs 


FECTS.SKETCHES SILK PLUSH 
om pte 326 Superior Av., N.W. ~e ope arty 

. R i . 
Our OBLIGATION. Cleveland, Ohio 
































N-Life 


For Artists, window trimmers, sign 
writers, students, thinkers. Fine 
drawing and photos of animals, 
birds, scenery, famous paintings, 
statuary and the Human Figure— 
Articles, art lessons, assignments, 
cartoons and comics. Stands for the 
A Magazine Body Beautiful, Mind Intellectual, 
Meaney of Art and Soul Intuitional. Can’t be described, 
Back Inspiration. you must see it. Cut this out, send 
eects with $1.00 now for 5 mo. trial sub. 
: O. K. or money back. 
ART and LIFE, Dept. 959, KALAMAZOO, MICH. 





HOW TO ORGANIZE A FLORAL PARADE! 
By JOS. SCHACK 
A 24-page paper bound pamphlet containing all the information 
necessary to arrange and conduct parades, home-comings, car- 
nivals, etc. Fully illustrated Price each 25c. Order from 
The DISPLAY WORLD, Cincinnati, Ohio 
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OUR PLATFORM 


1. The Development of the Art of Mercantile Display. _ 
2. More Intimate Co-operation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal Practical and Helpful Personal Service to the Display Profession and its Industry. _ 
5. Appreciation of Display by Merchants as the Most Powerful Factor in the Business of Selling. 
6. To Maintain the Independence of Its Editorial Columns so That It May Always Discuss Without Fear, 
Bias or Jealousy Every Activity in the Display Field and Serve Best All Interests. 
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/ Advertising of | When a store considers advertising 
Display Change display improvements, it is often fig- 
Pays Returns ured in the category of “good will” 

advertising. This should not be the 
case. Advertising of any changes in the show windows 
or other display features of the store, if of sufficient 
size to command attention and interest, should bring 
returns. The stores that have tried it have found this 
to be true. i 

In the June issue of The DISPLAY WORLD, 
there appeared the picture of an attractive barricade 
erected by the L. S. Donaldson Company, of Minne- 
apolis, while the show windows of the store were being 
installed in the lower floor of an elaborate new store 
building the company was erecting. Recently, the bar- 
ricade was removed. It created the opportunity for a 
newspaper advertisement. The subject was utilized in 
an effective manner. 

When the barricade was erected, it was attractively 
made, and covered, so passersby could pass beneath 
the roof in inclement weather and observe the displays 
in the fence without standing in the rain or snow. The 
windows installed in the barricade were of standard 
size and were used for installation of the standard dis- 
plays of the store. When the display fence was erected, 
a newspaper advertisement was used. It created more 
than good will. It brought people from all sections to 
see what it was all about. Naturally, the barricade 
was so attractively arranged that they were drawn inside 
and observed the displays, with interest. 

Now that the barricade has been removed, the L. S. 
Donaldson Company in a quarter-page advertisement 
tinder this heading: “Work Now Started on Donald- 
son’s New Store Front and Display Windows,” gives 
the announcement to the public that the new display 
windows will be among the finest in the country. The 
average thought might be that this advertisement would 





not draw patronage to the store. But it did. People 
read it and remembered ‘it. When they come downtown 
in Minneapolis, they looked at the new windows, and 


‘ observed what remarkable opportunity was afforded 


for artistic displays, it was the most natural thing in 
the world for them to remark: “I’m going to watch 
those windows.” , 

And so it is with any store. Getting the prospec- 
tive customers and buyers up to the window means that 
half the campaign to obtain their actual purchases has 
been accomplished. Newspaper advertising for window 
displays will do that because it will incite home pride 
interest and curiosity. 





Experience the More than one hundred national ad- 
Great Teacher __vertisers, producers of window dis- 
Meeting Proves play advertising, display service men 

and trade paper executives met in 
Cleveland, September 29 to October 1 to hear the great- 
est window display advertising convention program 
in the history of the country. Never before have so 
many actual experiences been crowded into a three 
days’ meeting. There was no hitch to the proceedings, 
even the business sessions, which were outlined so far 
in advance that there was no time lost when the dele- 
gates got down to business. 

The REAL feature of the convention, however, was 
the program which included almost entirely, the actual 
experiences of the speakers, most of whom were out- 
standing figures in the advertising and display world. 
In addition to this, displaymen and service men actually 
installed window displays before the eyes of those at- 
tending the convention, in order that they might have 
the experience of putting in a window display brought 
clearly to their attention. 

Speakers gave those attending the Cleveland conven- 
tion some astounding facts concerning their experiences 
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that provided many new angles and discussions on the 
subject of window display advertising, which is so 
important that to hold a convention containing any- 
thing but actual experiences on the program would 
sound its death knell. Evidence of the appreciation of 
such a program was voiced when the convention gave 
the retiring secretary a rousing demonstration for gath- 
ering together such a remarkable array of speakers. 
The convention will go down in history as an event 
long to be remembered. Often said that “experience is 
the best teacher,” and it is to be hoped the new officers 
will see to it that next year’s convention follows the 
same channel. 





Displaymen of The displaymen of the Pacific Coast 
Coast Deserve who completed a very successful con- 
Real Applause vention at Spokane, Washington, the 

latter part of September, are deserving 
of long and loud applause for their efforts. Never 
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before have the displaymen of any particular section 
of the country held such a thoroughly successful and 
interesting convention. It even proved to be on a par 
with the conventions of the national organization—the 
International Association of Display Men. 

It was also a step in the right direction to elect Karl 
Amdahl, of Spokane, president of the new association 
and increase its scope to include the entire Pacific Coast 
section. Mr. Amdahl proved by his straight forward 
manner that he is the type of indvidual who makes 
the display profession the success that it is, and the 
rapidly growing recognition given the craft. Mr. 
Amdahl’s address at the Buffalo convention of the I. A. 
D. M., and his remarks at the Spokane convention 
proved that he is not only a leader amongst displaymen, 
but a constructive leader. The DISPLAY WORLD 
predicts much success ahead of the Pacific Coast dis- 
playmen and the Pacific Coast Display Men’s Asso- 
ciation. 
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Chicago's Fall Opening Windows 


Marshall Field & Co.'s displays are remarkably beautiful examples 
of display art, different from all previous styles 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World 


UTUMN openings of the State Street 
stores have always been of unusual inter- 
est to displaymen and merchants from 
near and far. This season has been no 

exception to that rule, and those who have made the 
trip here to view them at first hand have not been 
disappointed. The prediction of The DISPLAY 
WORLD at the beginning of this year, that display 
would show considerable progress during 1924, is being 
worked in part by Chicago display artists and Chicago 
merchants. Chicago windows continue to maintain 
their high standards of excellence in both the artistic 
and the practical angles of display. Coincidently, there 
is a normal degree of improvement and advancement 
recorded each year, and this is due to the fact that Chi- 
cago displaymen, particularly those representing the 
greater State Street stores, are backed to the limit by 
the mercantile institutions they represent. 

Marshall Field & Company’s opening windows, which 
were opened to public-view Monday, September 29, one 
week later than most of the other larger State Street stores, 
were remarkably beautiful and have drawn huge crowds 
continuously since the curtains were raised. The curtains 
were down an entire week previous to the date of the 
opening, and, while this fact may have added something 
to the appeal of the new windows, nevertheless, the rich- 
ness of the background settings, as well as the baautiful 
gowns displayed in the State Street windows would have 
made an appeal at any time or place, no matter when or 
where shown. 


Chicagoans, as a rule, quite naturally take it for granted 
that Field’s windows will be beautiful, because for the 
past 25 or 26 years during Mr. Frazier’s tenure there have 
been nearly a hundred seasonal decorative events wherein 
Field’s windows were made to live up to expectations. 
But the present autumn windows are such as to make an 
old admirer who expected much, gasp and blink and think 
with considerable effort to find words adequate for suitable 
descriptive purposes. 

The two corner windows at Washington Street and at 
Randolph Street are as different in decorative treatment 
from the main stretch of windows in between them as 
they are different from each other. Each of these corner 
windows is a dream of artistic perfection and a perfect 
example of uneven balance. That is to say, that in color 
selection and arrangement they are perfect. Also the 
detail of the decorations are perfect. The lighting effects 
are just as they should be. There are no twin decorative 
pieces used unless they are used together and as a unit. 
One side, or one end, of the window is entirely different 
from the other end of the same window. The floor cover- 
ing is uniform—the flat covering of brocade silk used as 
the base for the background is also uniform—but nothing 
else is except the color scheme. 

Take the corner window at Washington Street: The 
floor is of stenciled blocks in uniform design similar in 
color to backgrounds. The flat covering for the walls in 
background is of tan base fabric, heavily covered with 
raised diamond figure design of taupe. The effect is largely 
taupe. In the center of background and against the wall, 
an arch framework, painted in a shade of old rose (dark). 
An oddly draped curtain in light and dark shades of rose 


(Continued on page 74) 
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Seasonal Show Cards Add to Crowds 


Proper use of window display sign will bring more people up to 


glass—Gold backgrounds good for fall season 


By J. CHRISTIE MANSFIELD 
Display Manager, J. J. Kirk Store, Barnesville, Ohio 


OW often have you gone window shopping and 
stopped to admire some particular display that 
appealed to you? The display had an artistic 
and seasonable setting, and was executed with 
the most minute exactness. The merchandise 

or the style of the fabrics, or the color combinations in the 
display, pleased you, but there was no descriptive matter in 
the form of a card to inform you as to the make or price, 
So you passed on. 

Up the street a little way you were again attracted to a 
display of equal beauty. You observed the merchandise and 
your curiosity was aroused as to who made it, the quality, 
and the price. Looking down in front and in the center of 
the display, you noticed a neat, attractive card giving you 
the information you desired. Thus informed, you were 
favorably impressed and walked into the store. The re- 
mainder of this story is left to the salesman. The display 
has performed its duty. 

Do not misconstrue this illustration. I will admit the 
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show card is not entitled to full credit for having brought 
the prospective customer into the store, but the show card, 
combined with the display, does. You will notice this is in 
decided contrast with the story in the first paragraph. 

No doubt you have heard some merchants say, “I didn’t 
build my windows for art galleries to show off ‘pretty’ 
cards. I built them to sell merchandise.” If this merchant 
will try the experiment of having an attractive card (made 
seasonable in design and color) placed in his display, he will 
find that more people are attracted to his display windows, 
and, I believe, will increase his sales. 


It is very evident that wide-awake merchants appreciate 
the sales value of good cards. Just refer to the want column 
in your trade journals and you will find that most of the 
ads referring to displaymen will read thus: “Wanted—dis- 
playmen who can write good cards.” My idea of a good 
display is one which attracts the attention of those who 
pass creating a desire to buy and causing the will to pos- 
sess. Most assuredly, the masses will not be persuaded to 
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Some of Mr. Mansfield’s Artistic Fall Show Cards Made on Gold ia 
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This is one of the 
striking designs. See 
itin COLORS. Write 


‘for circular. 
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Perfect Stroke” 
TRADE MARK REGUS PAT.OFF. 


BRUSHES ano SUPPLIES 


“The Old Story” 


of the Yuletide, when full play is given to sentimental 
emotions—is told impressively in Daily’s attractive 


New Ohristuas Display Cards 


High time to think about the coming holli- 
day season and the golden opportunities for 
business that it offers. Write for new circular 
which reproduces these beautiful and artistic 
designs. 


* * * 


HEY are favored! Why? Because so “friendly” 
—because they are such faithful performers, help- 
ing you get “around the clock” day after day in 

the most efficient manner. Unusual Brushes! Unusual 
Supplies! Write for new catalog, No. 11—tt will help 
you. 


BERT L. DAILY 


126-130 E. Third St., Dayton, O. 




















Use Coit’s Ball Bearing 
Lettering Pens 


Standard Set Assorted Sizes 
16”, 14”, 36” and 14”, $1.50 


Can be used with ordinary ink, show card 
colors, drawing inks and water colors. 











Drawn 
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Pen 














You can make any style lettering from the 
finest line to the heaviest with the Coit Let- 
tering Pen. 

No skill required. Equal to brush work. 
Made of Special brass with ball-bearing end 
and ink retainer. 


At your local dealer, or if not supplied, 
send us his name and we will fill order. 


THOUSANDS OF SATISFIED USERS. 
Manufactured by 


The Bridgeport Pen Company 
BRIDGEPORT, CONN. U: S. A. 
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23 DISTINCTIVE: MACNIFICENFCOLORS 
SAMPLE CARD COLORS SHOULD BE IN 
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HURLOCK BROS.COMPANYine. 
3436-38 MARKET STREET 
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purchase until they have been intelligently informed as to 
the quality, make or price of the merchandise displayed, 
which should be given them by having a neat, attractive 
card in the display. 

It has not been many years that a show card was looked 
upon by most merchants as a “necessary evil.” The mer- 
chant, having some special event or opening, went to a sign 
painter and had a card made, for which the sign man re- 
ceived a pittance. But not so today. The show card has a 
living part in every field of merchandising. Many of the 
better stores in the larger cities have, in their display de- 
partments, a show card writing section where men of ability 
originate and execute attractive and productive posters and 
display cards. Those illustrated with this article are ex- 
amples of attraction-compelling cards that induce sales. 
Tests have proven that. 

These cards are all made on enameled stock, with one 
side in gold, providing an attractive background to tie up 
effectively with the autumn season of the year. Such back- 
grounds afford splendid contrast for the many attractive 
autumn hues. The card, “Formal Fall Style Exhibit,” con- 
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Two of Mr. Mansfield’s Gold Background Fall Show Cards, Rich, Yet With Simplicity. 
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tains as decoratives a few highly colored autumn leaves. 
The panel contains white lettering on a background of 
magenta. The card, “Initial Display of Fall Coats,” con- 
tains a dark purple panel, with white Iettering, autumn 
leaves in natural colors being used as the decoratives. 

The card, “Exclusuve Fall Creations,” contains a panel 
with an effective background of autumn red. The branch 
of autumn foliage provides the coloring. The panel is 
lettered in cream color. A heavy blue line at the bottom 
of the card adds distinctiveness. The card, “Luggage,” pro- 
vides an oriental effect with Japanese lanterns on a branch 
of foliage, the lettering on the panel being in white on a 
background of magenta. 

“Fall Oxfords” is lettered in white on a panel that is 
almost chocolate in color. The outline is in cream. The 
Japanese lanterns, in true colors ,again provide the decora- 
tive effect. “College Trousers” is lettered in white on a 
panel of magenta, outlined in old rose. The branches of the 
decorative feature are in black. The small panel in the 
lower left-hand corner has a deep black background, the 
flowers being done in blue and white. 
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Artistic Show Cards Given General Usage 


INE line show cards, deceiving the eye 
as to being printed, and having every ap- 
pearance of high-class hand-pen work, are 
being utilized by a national advertiser ef- 

fectively. The principal cry of the national advertiser 
is to get show cards and window display material used 
effectively. The Hirsh, Wickwire Company have 
solved this problem by their latest introduction along 
this line. The cards are being used. 


As the illustration will show, the straight lines and 
carefully dressed figures of the central figures are cer- 
tain to draw attention, even more so than the usual 
photographic reproduction. The cards are white, and 
the small descriptive lines, top and bottom are a deep 
brown almost chocolate color, with the lettering in a 
cream color, This provides the effectiveness and draw- 
ing power to the eye. 

These high-grade cards are in great demand, and 
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Gold Medal Flour 
Armour’s 

Orange Crush 
Monarch Teas 

Libby’s Food Products 
Kitchen Klenzer 


Wright’s Mayonnaise 
Arbuckle’s Teas 
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Fine Line Show Cards Sent to Dealers by Hirsh, Wickwire Co., Which Have Made a Distinct Hit. 


the Hirsh, Wickwire Company has provided display- 
men with something that can be utilized in the largest 
clothing or department stores without appearing out of 
place in connection with any display. 





CLEVER DISPLAYMAN TAKES NEW POSITION 
Earl P. Kleppinger, formerly a well-known and excep- 
tionally clever displayman, located in LaPorte, Ind., has 


moved to Beatrice, Neb., where he has become display 
manager of the Wacher, Department Store. 





WELL-KNOWN DISPLAYMAN DIES IN OHIO 

Scott Carl, well-known displayman in the circles of 
northwestern Ohio, died recently at his home in Lima. 
Many messages of sympathy have been sent: his widow, 
Mrs. Scott Carl by displaymen from all: séctiohs. of. the 
country. . 


e—-e ORDER YOUR CHRISTMAS SHOW CARDS. NOW! 


v 


* This attractive Christmas Show Card Blank is the most attractive we have ever. offered. 


Last season we 
were “sold out” by 
November 20th, so 
we urge you to 
place your order 


SIZE 11x 14 


All cards are printed on EXTRA HEAVY coated card stock in rich Christmas colors’ of 
RED, GREEN AND BLACK. ‘If you will make a comparison you'll find our prices. very 
low. Order direct from this ad or send for sample sheet in colors. 


SIZE 7x il SIZE 54%2x7 SIZE 2%x 3% 


DICK BLICK COMPANY, Box 437D, Galesburg; Ill., U. S. A. 
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New Recognition Further recognition for the display 
For Display By _ profession came September thir- 
Press Editorial teenth in the editorial columns of 

‘the New York Sun, with the fol- 
lowing, under the heading, “Art in the Show Case,” the 
editorial creating much comment among members of 


the display craft. 

“When the window dresser made his appearance as 
a member of the staff of every important department 
store his arrival was hailed as the most practical contri- 
bution of art to commerce which had been made up to 
that time. Colors would blend hereafter alluringly 
when the textiles were put on view. Something more 
than its impelling domestic atmosphere would make the 
homey room with the dummy wife and husband against 
the background of furniture and decorations, so human 
and appealing to the spectator that he would enter the 
store at once and ask where the furniture department 
was situated. Tables spread for banquets, bridal parties 
with all the trappings for such an occasion elaborately 
displayed, and trunks, with other apparatus of travel, so 
set forth that the spectator wants a vacation at once— 
these triumphs of the window dresser, wonderful as 
they seemed, are in reality but inarticulate efforts to 
indicate the real artistic aims of the storekeepers. 

“At least this is the view which is now dominating 
the merchants of Paris, who are willing to put their 
exhibits into the hands of none but experienced and well 
known artists. It is alone their skill and training which 
can do justice to the window displays of today. Goods 
must not merely be shown advantageously. The artist 
must interpret them to the public. His .magination 
must fill out the blank spaces which the mere display 
of beauty does not invest with their significance. All 
that the painter would be required to do in creating a 
masterpiece he must undertake to make a shop window 
correspond to the contemporaneous demands of such 
work at its best. 

“Commercial art, as the Parisians call this new occu- 
pation of their painters, is asuming an important place 
in business. It is supposed to be adding an unaccus- 
tomed stimulus to buying. Owners of these great Paris 
bazaars are so confident that the genuinely artistic note 
in their shop windows is adding a new vitality to their 
business that the artist attached to their staffs has be- 
come one of their most valued officials. His success 
will be gratifying all over the world. Artists are rarely 
averse to employment. Few of them would consider 
such an important occupation beneath their dignity. 
Art and commerce seem to be most promisingly united 
in this latest combination.” 





AWARDED PRIZE FOR CONVENTION WINDOW 

Gardner & Company won the prize cup for the best 
decorated window during the convention of the American 
Legion.at Walla Walla, Wash., recently. The state con- 
vention attracted large crowds and the merchants com- 
peted for the best windows during; the week. The. J. C. 
Penney Company received second prize, The Pacific Power 
& Light Company, third. 





MEN’S STORE WINS PRIZE IN A LOCAL CONTEST 

The Browning, King & Company’s store in Providence, 
R. L, won the first award in the window display contest 
conducted by merchants of Providence during the national 
convention of the Fraternal Order of Eagles recently. 
Second prize went to the Outlet Company department 
store, and third to Kennedy’s, men’s clothing and fur- 
nishings. 
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Cut-Outs 


The Nat-Mat illustrated circular of 
cut-out frames offers the displayman 
sales producing ideas. 


Nat-Mat cardboards offer the card 
writer an exceptional opportunity for 


colorful selections at factory prices. 


Write for circular and samples today. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, Ill. 


85% of a show card’s color is 
the surface of its cardboard. 




















The Drawing Master 
\ All-Metal, Adjustable 
Pantograph 


A precision instrument, indis- 
pensable for lay-outs, signs, card 
rere, or display work. Fully adjustable, 
| een sg with an extremely simple, positive, 
: and almost instantaneous adjusting 
ee ay, device. 

Ww Made of the finest possible ma- 
terials, and absolutely guaranteed. 
‘ From your favorite supply dealer, 

ee or direct from us. 


Price $3.00 Postpaid 
DRAWING-AIDE CO. 


228 Caxton Bldg., Cleveland 

















Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 













Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE,, CHICAGO, ILL. 











Card Writers’ Materials 


LARGEST STOCK IN THE SOUTH 


WAITT & GLASS 




















82814 E. MAIN STREET RICHMOND, VA. 
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Window Cards 
Complete Displays 


‘Striking 
Color Effects in 
Poster cArt 


~ 


Full Information & Samples 
Upon Request 


~ 


FAITHORN 
COMPANY 
500 Sherman St., Chicago 














ing brushes. 


Value 


SPECIAL BRUSH OUTFIT NO. 10 
FOR SIGN PAINTERS 


We have sold hundreds of these outfits, which are 
sold at a popular price to introduce our line of letter- 


No. 10 OUTFIT CONSISTS OF 
Nos. 1 to 8. C. H. Japanners’ Pencils. 


$1.21 





Pencil. Value 


KR, HK, %-inch. i, 
Stroke. Value 


ly, %4, %, % and l-inch Flat C. 
Letterers. Value —_ $1.05 


No. 10. Ex. Large C. H. Japanners’ 


$ 40 
H. 





H. Perfect One 
$0.85 





%4, 1%, %-inch Flat Ox 
Metal Telescop 


Hair. Value_$1.38 
e Brush Case. 
----$ .50 





do not believe they 
cated in this city for 














Ask for Complete Catalog 


“The Paint People” 
62 W. LAKE STREET 








$5.39 


One customer writes: 
“No. 10 Special Outfit Brushes re- 
ceived and are highly satisfactory. I 


could be dupli- 
$10.00.”— 
Morton Smith. 


This No. 10 Outfit Sent 
Postpaid for $4.00 


Try this—You will not be disappointed. 
Money Back if Not Satisfactory. 


No. 40. 


96 Pages—lIllustrated—Full of Painters’ Wants. 


GEO. E. WATSON CO. 


CHICAGO, ILL. 
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Fall Efforts Eclipse Those of Spring 


(Continued from page 9) 


installed some of the most remarkable displays ever ob- 
served in the city. 

Autumn Window Night in Lansing, Mich., was ob- 
served in conjunction with a fashion show staged at the 
Better Homes Exposition in that city, September 24, 
Stores were classified for the competition and cups were 
given to those making the best displays. Live models were 
used in the displays at the exposition. 

Despite the rain 35,000 persons jammed the streets of 
Des Moines, Iowa, for the annual Fall Opening Night. 
Live models displayed the fall apparel at the annual style 
show. About sixty stores co-operated with the Des Moines 
Retail Merchants’ Bureau. 

The Civic and Commercial Club of Eau Claire, Wis., 
offered a silver loving cup to the displayman of the store 
installing the best display of merchandise during the an- 
nual fall opening. The spring opening in this city was 
so’ successful, it was decided to duplicate the event this 
fall. 

Thursday, September 18, was set aside as the annual 
Fall Opening Display Night of Dubuque Iowa, retail mer- 
chants. Hundreds of store windows were especially deco- 
rated and the Community Band was engaged to play 
throughout the evening. The crowds were so dense the 
shopping thoroughfares were roped off. 

Merchants of Miami, Okla., combined in a gala win- 
dow display night marking the fall openings on September 
25. More than 50 stores entered window displays in the 
contest conducted by the merchants as a feature of the 
opening. On the same night, merchants of Denison, Texas, 
conducted a window panorama of autumn fashions that 
drew tremendous crowds. All windows were veiled or 
kept dark until 7:30 o’clock, when the curtains were 
drawn. Committees from the Chamber of Commerce visited 
each store in advance of the display night to secure their 
co-operation for the event. 

The fourth annual window fall fashion display night 
in Lincoln, Neb., attracted a crowd that gathered in front 
of the windows, filled the sidewalks and crowded out into 
the middle of the streets. Many unusual window displays 
tied up effectively with the autumn season. 


Traffic Detoured at Springfield, Ill., to Handle Crowds 


Myriads of attractive displays were unveiled by the 
merchants of Ashland, Ky., at the joint fall opening, 
September 23. Linking up with the season the displays 
were in exceptional taste and unusually artistic. Thou- 
sands of persons greeted the unveiling of the windows in 
the stores of Springfield, Ill, the night of September 16. 
The displays continued three days. Street car and auto- 
mobile traffic was detoured for the event so the crowds 
could not only spread over the sidewalks, but into the 
streets. Unusual effort was made to display merchandise, 
and arrange it artistically so each display stood out effec- 
tively. 

Grand prizes in the annual fall opening week window 
display contest at Waterbury, Conn., were awarded to: 
First, Forester & Company; second, Alexander-Dallas, Inc. ; 
third, Walk-Over Shoe Company. A number of classifica- 
tion prizes were then awarded, two draping displays by 
Anthony Ficeto, display manager of the Boston Silk Store, 
being especially effective and winning awards. The blow- 
ing of a whistle at seven o’clock in the evening attracted 
the crowds to the vicinity of stores in Rock Island, III. 
September 18, and some unusually attractive window dis- 
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plays were unveiled, marking the. opening of the fall 


season. 
Friday September 26, was the day on which merchants 


of New Castle, Ind., made a special effort to unveil dis- 


' plays that would linger long in the memories of the people 


of that city. A voting contest to determine the best win- 
dow displays in Piqua, Ohio, during the Merchants’ United 
Fall Opening was conducted in conjunction with the Piqua 
Call, a daily newspaper. This proved a strong tie-up, and 
the contest was continued many days following the con- 
clusion of the opening ceremonies, closing September 12. 

The Waterloo, Iowa, Times-Tribune, in its issue of 
September 18 described the autumn opening displays there 
as follows, in opening a lengthy story on the event: 

“Dame Fashion, in the guise of window display night, 
with her hand-maidens, Beauty, Grace and Elegance, pa- 
raded the streets of Waterloo, Wednesday evening, in all 
the shop windows.” Enormous crowds paraded the streets 
to view the attractive displays. 

In conjunction with the merchants’ fall display event 
in Joplin, Mo., September 24, merchants conducted a puzzle 
contest. Cards in each of the windows of 91 stores in 
which special displays were installed made up a sentence 
of sixteen words. Prizes of $25 and $15 were given the 
window shoppers who reached the solution. The interest 
in the event was beyond all expectations. 





Retadehaelé Exterior Display Used 


(Continued from page 30) 


Forces during the World War. The interior of the 
store was decorated with American flags and division 
and army insignia. The Legion rest and writing rooms 
on the fourth floor were also decorated profusely with 
American flags. The decorations with the exception of 
the flag, were designed and made by the Golden Rule 
display department exclusively. The entire exterior 
display was illuminated at night, and with the added 
effect of the colored smoke emerging from the huge 
bowl, the entire scene was the center of prolonged in- 
terest. 

The display windows, in addition to the insignia of 
the American Legion and other patriotic figures, were 
given special attention in the merchandise displayed, 
and an extra effort was made to make the displays ap- 
peal to the visitors. The result of the week’s display 
de luxe was very satisfactory from a merchandising 
standpoint, as well as a standpoint of display interest. 





STORE INSTALLS NEW DISPLAY WINDOWS 


New Italian Renaisance display windows have been in- 
stalled by Husch Brothers in their women’s specialty shop 
at St. Paul, Minn., at a-cost of several thousand dollars. 
Stucco panels in cream color with polychrome borders, with 
outer borders of antique bronze, are used against a caen 
stone background. 





WILL HAVE DISPLAY FEATURE ON PROGRAM 


The American Gas Association has as a feature of its 
convention program at Atlantic City, N. J., October 13 to 
17 inclusive, an address by L. E. Lindsay, manager of the 
display section of The Peoples Gas Stores, Inc., of Chicago, 
his subject being “Selling the Management on Display.” 























SILK SCREEN PROCESS 
SUPPLY CATALOGUE 


Just Off the Press 


LISTING: 


‘‘Strong’s Simplified Press Paint Process 

Outfit,” Silk, Squeeges, Frames, Cutting 

in Color, Thinner, Sizing Liquid, Pro- 
cess Units, Paste Colors, etc. 


Every card writer is invited to write for 

this new catalogue, also our regular sup- 

ply catalogue of card and sign writers’ 
equipment. 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line Twenty-four Years of Service 
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A new course in 
window display 


Written by an expert 


IN RESPONSE to numerous requests, 
the International Correspondence 
Schools have just issued a new course 
in window display. 

This course was written by the 
Display Manager of Strawbridge & 
Clothier and is one of the most prac- 
tical and useful courses of its kind 
ever offered. 


It gives you the result of years of 
experience in this field and describes 
and illustrates hundreds of examples 
of units and actual trims. 


Every page is filled with ideas that 
you can use in your daily work— 
definite, practical ideas that have 
proved their usefulness in selling 
goods. 


Everything you want to know is 
explained in clear, understandable 
language by a man who has worked 
as a Display Manager for years and 
who knows his business from A to Z, 
and from Z to A. 


Write for full details 


Just mail the coupon printed below 
and we'll send you full particulars 
of this new course in Window Dis- 
play by return mail. 








INTERNATIONAL CORRESPONDENCE SCHOOLS 
Box 9306, Scranton, Penna. 


Please send me, without cost or obligation, a copy of 
your booklet describing the new Window Display Course, 
written by the Display Manager of Strawbridge & Clothier. 
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Chicago’s Fall Opening Displays 
(Continued from page 65) 


extends halfway down inside the archway. Ornamental 
carved figures of dogs form the base at each side of the 
arch. A slight landing in front of the arch door, upon 
which a wax figure is placed, leads down to the floor level 
via three circular steps, which are of the same rose color 
as the framework of the arch. On the Washington Street 
side and near that end of the window is an odd-shaped 
ivory colored column—small at the top and bottom and 
bulging large at the center. It rests on a 3-tier circular 
base, each tier in gold, lavender and gray, respectively. 
Where the column touches the ceiling, a wide circular 
ornamental disc, painted in gold, forms the capital support. 
Near the base of the column and extending up to a height 
of about 3% or 4 feet, are four carved female figures with 
hands joined, full length of arms above the head. 

At the other end of the window, on the State Street 
side, the decorative unit is a 4-cushion davenport set 
against the wall, the back cushions held to the wall by 
silk loops over ornamental supports apparently screwed 
into the wall. The cushions and seat of the settee are of 
rose or red ornamented with gold braid. High above this 
seat are two ornamental panel windows—panels of rose 
shade over blue silk. An odd-shaped corded table done in 
gold, rose and black, and upon which is placed an odd- 
looking vase with a very long tapering neck, is placed 
opposite the front corner of this double window, where it 
is seen from either side. Four wax figures wearing elabo- 
rate evening gowns of heavily beaded fabrics are appro- 
priately posed in this splendid setting. 


Randolph Corner Window in Tones of Red 


The Randolph Street corner window is one done in 
tones of red—from dull to bright, purple gold and laven- 
der, with colored lighting effects in keeping with the color 
scheme. The stretch of ten windows. between the two 
corner windows are of one general design and rich in con- 
trasting color harmony. In previous opening windows the 
background scheme has been either of light or neutral 
shades. In the present windows the main background 
color is of dark blue velour, flat covered, with a black base 
of carved and plain wood, enameled to give the appear- 
ance of ebony. Two ivory colored columns, placed eight 
feet apart, ornamented with gold, green and rose scroll 
designs, form a sort of arch opening in the center of the 
background. Between the two columns a brown silk drop 
with heavy colored fringe, and with oddly decorative de- 
signs in colors of gold, green, magenta, purple and red 
appliqued on the brown silk drop, produce a wonderfully 
attractive color harmony. Just in front of this and in the 
exact center of the background is a statuary group of 
two cherubs, playing with a goat, which is mounted on a 
rectangular pedestal done in gray. The statuary group is 
of porcelain and the poses vary in the different windows. 
An ornamental couch with a red and gold cushion, the 
couch of highly decorative design, Egyptian effect, and 
done in colors of gold, black and pink, adds to the effec- 
tiveness of the decoration and to Mr. Frazier’s reputation 
as a designer of decorative furniture. 

Every window on State Street shows women’s wearing 
apparel. The cpening windows display evening gowns, 
coats and: dresses of the most elaborate kind. Two figures 
are shown in each window, except in the two corner win- 
dows, where four figures each are used. . 

Mandel Brothers.—Previous to the fall opening and 
during the time that the new window ‘backgrounds were 
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being installed, Mandel Brothers used their windows just 
the same by using the decorated velour curtain background 
(described in the September issue), moved about two feet 
in front of the back of the window. This left a display 
space of about four feet deep for the regular display of 
merchandise while the opening window backgrounds were 
in the process of installation. The fall opening back- 
grounds were in part the same as used previously, but 
they had been done over, and, with the addition of some 
very artistic drapes of a deep purple velour with gold 
fringe used over a mirror, together with the further addi- 
tion of a very elaborate chandelier of brass and cut glass 
pendants, carrying twelve electric candle lights, making it 
more or,less difficult for the average person to associate 
these windows with those of last year. 

Carson, Pirie, Scott & Company’s opening displays also 
occurred a week earlier than Field’s. The windows had a 
new covering of Monk’s cloth for this occasion, with the 
same general idea of decorative treatment, using handsome 
oil paintings from the Carson-Pirie Art Galleries and se- 
lected with such care and discretion as may be necessary 
to make them most appropriate to the special display which 
they are to be used in. Some time ago, Mr. Tannehill told 
the writer that the firm were so well pleased with this 
particular decorative treatment that they had insisted, for 
the time being at least, that he continue to use it as their 
standard background decoration. In addition to the State 
Street windows, the windows on Madison Street have been 
likewise treated and the effect is extremely pleasing. Carry- 
ing the idea further, Mr. Tannehill has designed some 
three-panel screens of the same material as the background 
(monk’s cloth), and upon these he had an artist to paint 
three or four interesting scenes. The result is a rich 
tapestry effect that is especially effective. These screens 
are used in the Madison Street windows only. Space does 
not allow a description of the individual displays in each 
of the windows, but those who are familiar with Mr. 
Tannehill’s work can imagine how he would make a stretch 
of windows look, where women’s and misses’ dresses and 
other apparel of the very best-looking things were to be 
shown at such an event as an autumn opening display. 


The opening windows of Chas. A. Stevens & Company 
were particularly attractive in the simplicity and the ele- 
gance of their decorative treatment. The front island 
window, which is always given over to the display of 
women’s outer apparel, was extremely attractive. Two 
huge hanging baskets were suspended from the ceiling 
on either side of the center of the window. These baskets 
were made up of considerable green fern fronds and a 
general admixture of various and sundry richly colored 
autumn flowers and foliage, and done by someone who 
knew just how far to go and when to stop! At each end 
of this window a large festoon, made up of multi-colored 
autumn leaves, was gracefully draped and one end hang- 
ing down low. Seven wax figures, wearing gowns of dif- 
ferent shades and different designs, and each of them 
representative of the very best in quality and style, con- 
trived to center the intefest of all women and many men. 

The Boston Store openng displays were also of distinc- 
tive merit and in keeping with their own progressive policy 
as to the character of their window displays. The great 
corner window at State and Washington streets, which 
was the keynote: of their autumn decorations, was par- 
ticularly impressive with its architectural scheme of deco- 
tation carried out in pleasing detail. This afforded an 
excellent setting for displays of evening gowns, furs, coats 
and frocks, which have been. shown successively during 
and since the opening. 

The Fair Store is another one of the State Street stores 
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COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 











1 No. 12 Pure Sable Rigger $ .90 
ft Ne. 8 cute Seve Nigger... ...<.... 50 
1 No. 6 Pure Sable Rigger wi tan 
2 2-Ounce Water Color (Red & Black)------- 50 
1 Razkut Card Cutter__ = 25 
1 Show Card Instruction Book—FREE 

TOTAL VALUE _-$2.50 





PEN OUTFIT FOR $1.00 











1 Set Speedball Pens $ 
TSS ge ee 25 
1 Speedball Instruction Book--_-------------- 15 
1 Double End Penholder 15 
1 Set (12) Round Writing Pens---------~~---- .20 
TOTAL VALUE $1.25 


These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


Arthur CF. dioerauf ©Co. 


525 Woodward Ave., Detroit, Mich. 


Send for Illustrated Catalogue 




















The F'ountain Air Brush 


For Showcard and Sign Writers 
Easy to Handle and Keep in Order 
sk Any One of 18,000 Users 


Ses 





Write for Catalog 52 D 


Thayer & Chandler 


CHICAGO 





913 Van Buren, 














Beautiful Xmas Display Cards 
CAN BE MADE BY USING OUR GUMMED SEALS 
AND ORNAMENTS. 

We have a very large and attractive line of Santa 
Claus heads, full figures, holly sprays, poinsettias, 
etc. All sizes up°to 10-inch. 

Write for descriptive circular or send us $1.00 for 
a sample assortment. 


W. B. YOUNG & CO. 


160 N. WELLS ST. CHICAGO, ILL. 








WINDOW SHOPPING 


at night results in “counter sales” in the day- 
time. Can your town-folks “window shop” at 
night at your display window? Use the A & W 
ELECTRIC TIME SWITCH to turn on and off 
your window lights at a specified time, 


The A & W Electric Sign Co. 


2126 E. 19th St., Cleveland, O. 














GET READY FOR X-MAS WITH A 


READ Y BETTER KIND OF DECORATIONS AT 


A LOWER COST. 


Send for circular showing glistening new cut-out decoratives, 


CULL BERRY CO., Box 674, DAYTON, OHIO 
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How many people are stopped 
by your window displays? 
---then, how many come in? 


Artistic window displays stop the passersby and 
bring them into your store. Paasche Air Brush equip- 
ment assures you of displays that really attract cus- 
tomers—at a lower cost and great saving in time. 

Your increased profits and enlarged sales will 
quickly pay for Paasche Air Brush equipment. 

A full description of our line will be 
found in our new catalog. Send for it. 

Air brushes, colors, designs—everything you need. 
The finest, most complete line made. 


PAASHE AIR BRUSH COMPANY 
1902 Diversey Parkway Chicago, Ill. 
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using a good background design that had been used before, 
Certain changes in the general effect, together with the 
new season’s merchandise, seems to make no difference 
whatever in the pulling power of the windows. We are 
porbably going through a period of change in window dis- 
play without realizing just what is taking place. The 
sgnificance of the re-use of previous special backgrounds 
in large stores is evidence of the fact that a much better 
character of special window backgrounds are being used, 
and that this practice will continue ond grow as time goes 
along. Window display is growing in importance and this 
is quite evident to those who are observing it closely. 

Getting back to the subject-matter of this letter—the 
State Street front of The Fair, consisting of six 20-foot 
windows. was devoted entirely to the display of evening 
gowns and dresses of the best quality and the most beau- 
tiful colorings and trimmings. 





DISPLAYMAN GOES INTO HIS OWN BUSINESS 


Preston Dye, for years display manager with the J. M. 
Grunder & Company store of Troy, Ohio, is now a full- 
fledged business man, having taken over the business of 
C. W. LeFevere and Son. He is also secretary of the 
Troy Kiwanis Club. 





ACCEPTS POSITION WITH LARGE IOWA STORE 


George Wagner, recently with a department store in 
Wichita Falls, Texas, has accepted a position with D. J. 
Meggenburg, of Manchester, Iowa, as display manager. 
Mr. Wagner was for ten years with the Hub Store in 
Chicago. 





Carl E. Davis, display manager. for the C. F. Jackson 
Company, owners of The Glass Block Store at Norwalk, 
Ohio, for two years, has gone to New York City, where he 
will take a course of costume designing at an art college. 





“AT PENN STATION” 
CENTRAL INSTITUTE 


Window Dressing, 
Show Card Writing 


and PoSter Art. 


Praétical Individual Instruétion 
by Experts. 


256-258 West 34th St., New York City 











WANTED 


Experienced salesmen to handle exclusive 
line of window display fixtures in their 
respective territory. An entirely new idea 
—extremely practical and quickly saleable, 
as proven by present results. A rare oppor- 
tunity and certain to build profitable and 
substantial business for the go-getter. 
Communicate at once with 


“DELMAR,” 
Care The DISPLAY WORLD 
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Holiday Creations by Manufacturers 


Many new effects are produced for this year’s holiday displays and 
exceptionally clever designs are found in show cards 


EW holiday introductions for the display pro- 

fession this year are in keeping with the high 

standard of former years, but there is every 

evidence from the early showings of eclipsing 

all former achievements in card work, incident 
to the holiday displays. The Christmas show cards issued 
this year are far ahead of anything before attempted. 

The fixture manufacturers have brought forth many new 
introductions that will be found particularly to the liking 
of displaymen in the Christmas season of the year. Some 
extremely attractive displays are looked forward to for 
the Christmas season this year, and, judging by the new 
introductions in the following columns presented to the 
readers of The DISPLAY WORLD, and those which will 
appear in subsequent issues, it is believed the anticipations 
for the coming Christmas season are not misplaced. 

* * * 
Dick Blick Company, Galesburg, IIl. 

A very attractive Christmas show card blank is an- 
nounced elsewhere in this issue by the Dick Blick Com- 
pany, Galesburg, Ill. 

These cards are printed in rich Christmas colors of 
red, green and black and offered in four sizes—11 x 14, 
7x11, 54%x7 and 214x3%. This is the Blick Company’s 
own exclusive design and their prices are very reasonable 
considering the high quality of the work. A free sample 
sheet will be sent on request. 

* * * 

The Frankel Display Fixture Co., New York City 

The .Frankel Display Fixture Company is featuring a 
stand as illustrated for the display of handkerchiefs in 
either your show windows, counters or show cases, always 





important at Christmas time. Most stores have found 
the display of handkerchiefs a great problem, but this 
stand will give a surprising increase in sales. 

The stand is made of brass material with Frankel’s 
patent rolled-in felt bottom, so as not to scratch woodwork 
or glass. It can be supplied in any finish, with either a 
round or square base. 


Doty & Scrimgeour Sales Company, New York City 

A combination screen and divider is becoming an im- 
portant asset to almost any display department, particularly 
in stores using many unit displays. The new introduction 
is a screen made in such a manner that both sides can be 
used, making it also practical to be used as a divider. It 





measures approximately 53 inches in height and is 29 inches 
wide. The opening for inserts is 19 by 38% inches. 

The screen was shown at the recent convention of the 
International Association of Display Men at Buffalo and 
was highly endorsed. It is a product of the Doty & Scrim- 
geour Sales Company, of New York City. The accompany- 
ing illustration shows it as it can be used. 


* * * 


The House of Philip Roman, New York City 

An advancement in the artificial flower business is 
shown by the marked innovation of such flowers as Amer- 
ican Beauty roses and morning glories being reproduced 
with marked fidelity as to texture and coloring from goose 
feathers. These are used with stunning effect in fashion 
displays and revues in some of the smartest shops in 
New York. Another unique novelty used in displaying 
antique drapings and furniture are flowers made from tin 
in small and medium sizes that can be painted to blend 
with surroundings. These are both products of the House 
of Philip Roman, 102 West 45th Street, New York City. 





The Lackner Company, Cincinnati, Ohio 
Christmas ready-to-letter show cards are naturally very 
much in demand now, but a subject such as this is greatly 
stimulated by such an attractive catalogue as that issued 
by The Lackner Company, of- Cincinnati, Ohio, in six 
colors. Few displaymen can look through this catalogue 
without gaining some inspirations for show cards to accent 


SPACE 

20X20 INCHES 
FOR 
YOUR 

MESSAGE 








the holiday season. Every displayman and sign writer is 
entitled to one of these booklets if he will but write the 
company. In the way of art and color treatment, as well 
as careful selection of subject-matter, the show cards 
illustrated set a new mark of achievement. 

The Lackner Company is also issuing a folder on life- 
size Santa Claus cut-outs that it is supplying on heavy 
100-point cardboard with substantial easel stands. This 
new introduction is extremely popular. 


* * * 


Art Fontaine Exposition Co., Los Angeles, Calif. 


Keeping up with the times in papier mache means a 
continual running knowledge of what is going to happen 
in the near future, according to Art Fontaine, the genius 
in command at the Art Fontaine Expo- 
sition Company, of Los Angeles. Keep- 
ing the customer not only depends on 
the timeliness of the subject, but also 
involves intensive study of subjects in 
order to attain artistic correctness as 
well as commercial utility. 

Mr. Fontaine has favored us with a 
photo of an exceptionally fine piece of 
papier mache statuary which was re- 
cently completed in their shop, the sub- 
ject being an heroic replica in papier 
mache of the most authentic statue of 
Abraham Lincoin now existant. The 
piece is lifelike to a degree and has 
the appearance of being made of solid 
bronze, and every line of the features 
and clothing is clear-cut, and it is not 
difficult to picture to one’sself the strong 
heart, clear mind and tireless muscles 
of the revered “Honest Abe.” It is 
just such creations as this one that 
enables the Art Fontaine Company to 





keep pace with the demands for papier mache creations 
and broadens the field from the strictly commercial to 
the classical and institutional demands for this class of 
work. 
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Hugh Lyons & Company, Lansing, Mich. 

A new line of fixtures introduced by Hugh Lyons & 
Company, of Lansing, Mich., that promises to become 
exceptionally popular in the display field is known as the 
Gothic Design, No. 6000. It is dignified, attractive and 
neat appearing with octagon-shaped tapering standards 












































and graceful three-cornered bases. The tops of plateaus, 
conforming to the general lines of the design, give them 
an extremely graceful and unusual appearance that balances 
out completely the line of the well-proportioned design 
itself. The fixtures can be used with utmost grace and 
dignity in almost any high-class window display. 

x *k * 


C. Howard Hunt Pen Company, Camden, N. J. 
The new Speedball Lettering Outfit, No. 1, introduced 
by the C. Howard Hunt Pen Company, of Camden, N. J., 
is particularly applicable to the work of displaymen and 
show card writers during the holiday season. This letter- 





ing outfit contains one each of five sizes of Style “B” 
Round Point pens; one each of five sizes of Style “C” 
Oblong Point pens; one bottle of “Special Black” ink, not 
waterproof; one each of five sizes of Style “A” Square 
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WANTED 


Salesmen selling fixtures and flowers to 
carry our long established, well known 
line of Peerless and Regence Silk Plushes, 
Silk Velours, and other fabrics, specially 
adaptable for window trimming. Our 
liberal commission arrangement should 
insure a decided increase in your present 
income. All answers will be considered 
strictly confidential. 


WINDOTRIM FABRICS, INC,, 
17 Madison Ave., New York City 





FOR SALE—The Fit-rite Sta-on Win- 


dow Sock for decorators. Patented May 

20, 1924. Made of fleece lined elastic Jer- WANTED 
sey Cloth. Fits over any shoe. An elas- i ‘ 

tie eae is taped and egwed in the top Window display fixture 
and they cannot come o Price 75c pr.; t represent 

$4 half doz.; $8 doz.—postpaid. J. M. : wal 08g 


WALTERS, Mfr., 
Los Angeles, Cal. 


220 South Benton Way, Sar 
. Salary or commission. 








ployers, age, 
POSITION WANTED pected and 
Displayman and card writer with 
seven years’ experience wishes a 
permanent position with a live 
men’s wear store. Good refer- 
ences; married. Address “M. L.,” 
Care The DISPLAY WORLD. 


territory 














manufacturer of 
high-grade wood display fixtures. 


swering give names of past em- 
compensation ex- 


All replies confidential. 
Address. “S. C.,” 
Care The DISPLAY WORLD 





salesman 


When an- 


preferred. 














THE CLEARING HOUSE OF THE DISPLAY FIELD 


When you want a man, a position, or have any used materials or window and store equip- 
ment you want to buy or sell, let your wants be known through a WANT AD in 


THE DISPLAY WORLD OPPORTUNITY EXCHANGE 
THE COST IS LOW—ONLY $1.50 PER INCH—RESULTS EXCELLENT 








Points; one No. 3C0 Cork Tip penholder ; 
Loose-Leaf System of Professional Lettering. This book 
contains many new suggestions which may be used for 


one Speedball 


young and old alike. 


the holidays, and the whole outfit is well suited to the * * *£ 


Christmas needs in the show card branch of the display 
department. 


* * * 


Harry Taylor and Associated Artists, New York City 


From all over the country inquiries are pouring in to 
Harry Taylor and Associated Artists, 209 West 34th Street, 
regarding their three little Christmas 


New York, N. Y., 










carol boys for window display and 
holiday season. 





Garbed in radiant hues and reproduced 


Bert L. Daily, Dayton, Ohio 


with careful fidelity of the original quaint English char- 
acters, these novel figures are bound to captivate both 


Among the new holiday creations for the displayman, 


one of the matters of greatest necessity is the 
Bert L. Daily, of Dayton, Ohio, has 


show card. 


issued a series of 
Christmas display cards that are not only artistic and 






































Christmas season. 


man’s lettering and handiwork. 
Pee tat 
Paasche Air Brush Company, Chicago, 
interior use for the 





worthy of use in the largest or smallest display, but are 
correct as to color and all other details, so they will con- 
form with any display that may be installed around the 





In addition to the Christmas decorative atmosphere at 
the top of the card, there is ample room for the display- 










iil. 


A new line of holiday stencils has been introduced to 
the display field for the 1924 season by the Paasche Air 
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Brush Company, of 1909-23 Diversey Parkway, Chicago. 
Illustrated herewith is a page from the stencil bulletin 
issued by this company, showing many of these late de- 
signs. The new introductions are particularly applicable 

















to air brush work and there are so many new designs that 
will work in well with the holiday season that they will 
no doubt all appeal to the average displayman . 

This’ new circular can be obtained by any displayman 
or store by writing the company at the address printed 
above, and as signs and show cards form such an important 
part of the Christmas season, it is probable there will be 
a great demand for the product. 

x ok * 
The Onli-wa Fixture Co., Dayton, Ohio 

The Onli-wa Fixture Co., Dayton, Ohio, is receiving 
many compliments on the fixtures which it furnished for 
the country’s largest hardware store, that of Walbridge 
& Company, Buffalo, N. Y. The Walbridge organization 
deals also in sporting goods, having just occupied four 
floors in their own new 16-story office building. 

Simon & Company, a new ready-to-wear ladies’ shop of 
Dayton, also boasts handsome, bright fixtures furnished by 
The Onli-wa Fixture Company and expects soon to open 
for business the Gem City’s most attractive specialty shop. 
The modern, new fixtures being used in the recently opened 
Monroe Clothes Shop, Keith Building, Dayton, were fur- 
nished by The Onli-wa Fixture Company. The store, 
handling men’s clothing exclusively, occupies a corner room 
in the new building erected by the Keith’s interests in 


Dayton. ee 


The Tuttle Press Company, Appleton, Wis. 

Herewith are shown sam- 
ples of Christmas Krinkle 
Krepe paper manufactured 
by The Tuttle Press Co., 
Appleton, Wis., in appro- 
priate designs for use as 
decoratives and back- 
grounds in holiday window 
displays. 
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Wax figures 
such as these 
will inspire the 
true spirit of 
Christmas in 
your display. 
Their human 
interest appeal 
lacks only the 
breath of life. 


THAT is there that 
breathes more 

truly the spirit of 
Christmas than Santa 
Claus and .the kids? 
Nothing outside of the 
sacred memory of the 


babe at Bethlehem. 


J. R. PALMENBERG’S SONS, Inc. 


Founded 1852 


63-65 WEST 36TH STREET, NEW YORK 


BOSTON 


CHICAGO 


Kingston Street 204 W. Jackson Blvd. 


SAN FRANCISCO BALTIMORE 
11 First Street 122 W. Baltimore Street 

















\ssa/ Christmas Decoratives 
0483 That will really help sell 
ef Your Merchandise 
ce | 
$. 








Never before has 
there been such 
an assortment of 
Business Getting 
decoratives assem- 
bled in one Gatalog 





@\8) “The Guide to Better Window Displays”’ 


is now ready. Get your copy. 
It’s Free! 
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